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Your automobile 
dealership is a highly 
specialized business. 
Naturally, your business 
insurance needs are 
specialized too. 

We realized this back in 
1922, the year we committed 
our business to offering 
automobile dealers the best 
protection possible for their 
business. And we've made 
that commitment stick. 


That's what makes 
Universal Underwriters The 
Specialists in Auto Dealer 
Protection. 

Universal's Unicover® is 
our very flexible protection 
package designed especially 


for automobile dealers. It can 
be tailored to a dealer's 
specific insurance needs. So 
when you call on The 
Specialist, we can diagnose 
your insurance requirements 
quickly and simply. You'll 
get the best coverage for your 
dealership, without buying a 
lot of coverage you really 
don't need. And your 
insurance can be among the 
least of your business 
worries. 


Of course, you could buy 
business insurance from a lot 
of companies. But if you want 
Auto Dealer Protection — 
simply and expertly —then 
you want The Specialist. 


Please send me more information 
about Auto Dealer Protection from The 
Specialists. 


A Member Company of the 
Lynn Insurance Group 
E. M. Lynn, President 
5115 Oak Street 
Kansas City, Missouri 64112 AE 


If you want a fast, 


accurate insurance 


rs 
Sis, 


call in The Specialist. 
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The corner of Beverly and 
LaBrea Boulevards in Los Angeles 
hosts a rather attractive new-car 
dealership. At a glance, neither 
the store nor the intersection ap- 
pears unusual in its significance, 
and taken together, the two con- 
stitute a scene not unlike those in 
a lot of other towns. 

Yet, this particular store has a 
much greater significance right 
now than the average franchised 
automobile dealership. It may be- 
come important to, and even sym- 
bolize, the hope and strength of the 
nation’s automotive industry in 
the near future. 

The intersection at Beverly and 
LaBrea is the place where a man 
by the name of Holmes Tuttle has 
earned a living; carved out a place 
in the industry. 

Holmes Tuttle is a Ford dealer, 
and Holmes Tuttle also is key ad- 
visor and next-door neighbor to 
President-elect Ronald Reagan. 

As one might expect, he believes 
in private enterprise and the fran- 
chised automobile dealer system, 
and he wants to try and preserve 
the principles that made the 
nation—and the automotive in- 
dustry—great. 

Some people regard him as 
Ronald Reagan’s best friend, and 
Holmes Tuttle is able to carry the 
message of the industry where it 
can be heard. 

Recently, Mr. Tuttle took time 
from his hectic “kitchen cabinet” 
schedule to talk to the NADA ex- 
ecutive committee and other fel- 
low dealers. 

He spoke directly; he asked for 
dealers’ support for the 40th Pres- 
ident, and he asked for advice. 
And, he opened the door for direct 
communications with the Oval Of- 
fice for the next four years. 

Now is the time when dealers— 
through NADA—need to express 


their views and offer their sugges- 
tions, their plans and their actions 
to save the automotive industry. 

Holmes Tuttle’s message was 
clear: America has a new Presi- 
dent, and that President believes 
in the franchised dealer system. 
Through Holmes Tuttle, dealers 
have direct access. Tuttle said, 
“Use it.” 

NADA’s top leaders understand 
the importance of access and an at- 
tentive ear in the top echelons of 
government. 

During the past year, NADA 
visited the White House five times 
to parley about the mounting 
problems and difficult options fac- 
ing a troubled industry. And, the 
meetings got action. 

President Jimmy Carter ap- 
pointed NADA President George 
Irvin to the Automotive Task 
Force of industry, labor and gov- 
ernment. There were mutterings 
of opposition in industry about 
having a dealer join those 
meetings—but the White House 
nonetheless named Irvin. 

When dealerships were failing 
in large numbers, the Administra- 
tion ordered a new loan guarantee 
program through the Small Busi- 
ness Administration that literally 
saved the business lives of hun- 
dreds of ailing new car and truck 
dealers. 

When Chrysler was faltering 
and the Administration needed a 
helping hand for legislative vic- 
tory, NADA’s then-President Bill 
Doenges put his experienced 
shoulder to the Congressional pro- 
cess and 4,200 Chrysler dealers 
won a sigh of relief. 

The value of friends—or sym- 
pathetic allies—in high places 
proved out several times. Dealers 
must have a voice, a day in court, a 
chance to join in decision render- 
ing. 


Gaining that posture and that 
leverage takes some bartering, 
constant work, total dedication, 
and even a $1 million political ac- 
tion committee. These are the 
things that open doors, the begin- 
nings that lead to progress. Some- 
times its’s inch by inch, and some- 
times faster, and sometimes 
slower. But the result has been an 
increase in the effectiveness of 
business and government. 

The year 1980 was a black 
benchmark in the automotive in- 
dustry. The economy bucked with- 
out direction. Energy prices 
soared. Interest rates were cha- 
otic. Consumer tastes changed. 
The automobile and truck busi- 
ness suffered greatly. It was a year 
of revolutionary importance. 

As President Reagan assumes 
office, the troubles are still there, 
and they are still abundant. But, 
across the land, the dealerships 
that survived 1980 are seasoned 
by the experience and better pre- 
pared for problems. 

Dealers are cheered by new 
hopes for tax relief, for a lifting of 
regulatory burdens, and for dedi- 
cation on the part of the national 
leadership to the free enterprise 
system. A favorable business cli- 
mate unquestionably would be the 
best medicine possible for healthy 
automotive trade. 

The answers, the new spirit and 
the proper actions have yet to un- 
fold. The 40th President, like all 
others before him, needs the sup- 
port of the citizens. All presidents 
need advice, and most seek it. And 
automotive dealers have a chance 
and a responsibility to give it and 
to help guide the nation. 

Holmes Tuttle can’t do it all. Az 
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Executive Notes 


ew car getting off the 
ground. The De Lo- 
rean Motor Company 
says pilot production of the new De 
Lorean Sports Car just recently 
got underway at the company’s 
70-acre facility in Dunmurry, 
Northern Ireland. Actual produc- 
tion is apparently just around the 
corner, and shipments to dealers 
are scheduled for early spring. 

The car is a rear-engined, stain- 
less-steel-covered, gull wing, 
two-seat creation designed, DMC 
says, with high quality, high per- 
formance, fuel efficiency, occupant 
safety, and exciting styling in 
mind. 

The price tag? Somewhere in 
the mid-twenty thousand dollar 
range. 

The main components are a cor- 
rosion-resistant steel backbone 
chassis, a glass-reinforced compos- 
ite underbody, stainless steel 
outer body panels, and a rear- 
mounted, PRV, overhead-cam- 
shaft V-6 engine with a five-speed 
manual or three-speed automatic 
transmission. 

De Lorean automobile opera- 
tions are controlled from three 
widely separated centers: the cor- 
porate headquarters in New York 
City, the production operation in 
Northern Ireland, and the North 
American Marketing Headquar- 
ters (marketing, sales, and ser- 
vice) in Irvine, Calif. 

The company’s field network 
right now consists of 347 dealers in 
49 states. Each, in addition to re- 
tailing the De Lorean merchan- 
dise, has invested in the operation. 
They’ve agreed to buy two years’ 
production, and many have re- 
ported pre-selling, according to 
corporate headquarters, major 
portions of their allocations. 
Another 50 dealers will be selected 
this year. 

De Lorean plans to build 20,000 
to 30,000 sports cars annually, and 
a second DMC model—a stainless 


steel sedan—is already on the 
drawing boards. 


xe 


Computer guide available. A 
comprehensive book and audio 
cassette to help businessmen con- 
sidering the purchase of a small 
business computer has been pub- 
lished by Data General Corp. 

The book, entitled “The In- 
sider’s Guide to Small Business 
Computers,” contains among 
other things detailed evaluations 
of typical cost savings in standard 
business applications and an 
analysis of how to calculate the 
real cost of a computer—including 
the effects of depreciation and tax 
investment credits. 

For further information on ob- 
taining the guide, write to: 
Richard Brown, General Distribu- 
tion Division, M.S. A-223, Data 
General Corp., Westboro, MA 
01580. Or call 800-648-5600 (ask 
for operator # 500). 


xx«* 

A recyclable auto? According to 
an Aluminum Company of Amer- 
ica (Alcoa) executive, the auto in- 
dustry’s quest to control materials 
costs could eventually be met by 
the recycling of aluminum auto 
parts. 

Marvin E. Gantz, Jr., executive 
vice president, mill products, told 
a group of auto industry managers 
recently that if wrought compo- 
nents such as hoods and deck lids 
were returned directly to the au- 
tomaker as scrap, they could be 
economically recycled into high- 
quality sheet products. 

Gantz stressed that the princi- 
ples and potential for recycling 
aluminum auto parts is similar to 
container recycling. He acknowl- 
edged that cars and cans are “two 
different animals,” but he ex- 
plained that Alcoa’s scrap compat- 
ible 6009/6010 alloys, which are 
used for large, hang-on auto com- 
ponents, generate high-quality 


aluminum scrap. Recycling these 


parts, he said, would reduce dra- | 


matically the initial cost of 
wrought products. 

According to Gantz, Alcoa alone 
recycled 140 million pounds of 
aluminum cans last year, equiva- 
lent to the output of one potline of 
a conventional aluminum smelter. 
It was accomplished using 95 per- 
cent less energy than is required to 
produce the same amount of new 
aluminum. 

The Alcoa executive noted that 
besides aluminum, many other es- 
sential materials could be recycled 
from “worn out” vehicles, but he 
added, “The research required to 
develop this idea is difficult, time 
consuming and expensive.” Still, 
he said, “In a world where we must 
conserve, where energy will never 
again be plentiful, the rewards of 
recycling can be outstanding.” 

Gantz suggested that consum- 
ers could be paid for returning ve- 
hicles to auto manufacturers in 
the form of scrap, just as they are 
compensated for returning bever- 
age cans. If this practice were en- 
couraged, he said, “Car sales and 
trades would increase, and junk- 
yards, as we know them today, 
would be virtually eliminated.” 


xk 


Name change. The Computerized 
Automotive Reporting Service, 
Inc., commonly known as CARS, 
has changed its name to Dyatron 
Corporation since acquiring 
General Computer Services, Inc. 
Though it is diversifying, the Bir- 
mingham, Ala.-based firm will 
continue to concentrate heavily, it 
says, on the automotive dealership 
market. At present, it provides 
computer services to over 4,000 
automotive dealerships in North 
America, Japan, and Australia. 
The services encompass the areas 
of accounting, parts inventory 
control, payroll and sales/service 
merchandising. fE 
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TekTor Does It Again! 


Diamond Motors, Inc., Baton Rouge Louisiana, is another of the many dealers nation- 
wide experiencing the benefits of the ‘TekTor System, the fastest growing sealant pro- 
gram in the country. Not a line of raw chemicals, but a real, cost effective marketing 
and planning system with the dealer’s bottom line in mind, €ncompassing total flexi- 
bility, complete internal protection, and real profit dollars! 


DIAMOND MOTORS, INC. 


“ ” BUUINESS Pre 
House of Datsun (504) 356-3495 
5104 SCENIC HIGHWAY 
BATON ROUGE, LA. 70805 


Rob Hughes 
Vice-Pres, 
Hughes 4 
1412 4 
Cla; 


We would like to thank you for instituting 
the 'Tektor protection System for our new vehicles 
After only two short months the 'Tektor System has 
increased our bottom line by over $14,000.00. 


Our customer acceptance is fantastic, and now 
our cars look like new cars. Also, many of our 
customers are bringing other vehicles in to be 
treated. Our clean up time and pre-delivery time 
has been greatly reduced, 


Catania, President, Mike Catania, Sales Manager. 


Mr. Dealer: 
Tired of all the talk about miracle discoveries, 


We have tried many 'products' in the past, 
but none have met our needs and given us the 

service the 'Tektor 'system' does. Thank you 
again. 


unachievable? Are you ready for some real 


effectively on all cars — big & little? 
Contact the ‘TekTor People for the real facts! 


MIKE CATANIA 


SALES MANAGEN 


Pictured left to right: Bob Hughes, Bennie Andre, Vice President, Joe 


unbelievable profit projections that are also 


down-to-earth talk about generating profits 


DIAMOND MOTORS, 
Our Thanks to Diamond Motors, Inc., V4 
Their Employees and Customers. 
From the ‘TekTor People ae f * e 


The ‘TekTor Protection System Works!! 


‘TekTor Superior Exterior Protector 

‘TekTor Invisible Fabric Protector 

‘TekTor Vinyl & Leather Treatment 
‘TekTor UnderCoat 


Plus a full line of supporting products. 


See 
us at the 
NADA 
Convention — 
Booth 837 


For More Information, Call 704/478-2161 ire 
R.C.1. ‘TekTor eg 
P.O. Box 340 4 
Catawba, NC 28609 e 


Each year thousands upon thousands of 
dollars are spent on layout, design, 
merchandising and promotion 
for the NADA Convention and 
Exposition. 


Make sure you invest the s time 
and effort in your advertising. 


The NADA Convention & Exposition is considered a 
focal point of the year for the Automotive industry and its 
suppliers. This year, thousands of dealers and managers 
will descend upon the city of Los Angeles to learn more 
about improving the quality of their business. 

Part of what they come to see is what’s new in the 
marketplace. Consequently, every exhibitor will try and 
Out gimmick, out shout, and out attract every other exhibi- 
tor to get that potential client’s attention. 

So why rely on the state of your booth to get a customer 
to listen? Why not trust his state of mind and reach him 
first through the pages of Automotive Executive? 

You see, advertising in the December Pre-Convention 


issue and the widely distributed February Convention 
issue, is the best way we know of to assure you that you're 
reaching a serious decision maker with your product 


: —— : 


message in his own environment. We bring the dealer In= te 


formation in these two important issues the way no other 
publication can because AE speaks to all NADA members 
from NADA headquarters about Los Angeles ‘81. (And a 
whole lot more!) 

So introduce yourself before the show begins and enjoy 
a stronger response on the exposition floor. When it 
comes to Convention information, nobody tells jt 
like Automotive Executive. 
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The Auto Industry And The Law 


Ford, Chrysler, General Motors and International Harvester will 
voluntarily recall an estimated one million 1977-1981 model-year 
vehicles in several new safety campaigns. The following table 
provides details on the make, defect and number of vehicles affected. 


One million vehicles to 


be recalled 


U.S. Supreme Court 
grants review in two 
dealers’ cases 


Number of 
Company and Vehicles 

Model Year Affected Defect 
CHRYSLER: 
Dodge Omni 1978,1979 425,000 Alternator Wiring 
Plymouth Horizon 1978, 1979 Connections 
Dodge Omni 1980 235,000 Secondary Hood Catch 
GENERAL MOTORS: 


Chevrolet Impala 1980, 1981 Tire Rim Size 
Caprice Classic 1980,1981 85,158 Information Dis- 
Sedan closure 
Chevrolet Citation 1981 : 
Oldsmobile Omega 1981 25,463 Power Steering Hose 
Buick Skylark 1981 
Pontiac Phoenix 1981 
Chevrolet Impala 1980 


Caprice Classic 1980 24,719 Brake Pipe Defect 


Oldsmobile 1980 12,362 Exhaust Recirculation 
Toronado Sedan System Wiring 

FORD: 

psa ae 27,000 Rear Brake Torquing 

Escort 1981 7.000 Engine Compartment 

Lynx 1981 : Wiring 

INTERNATIONAL 

HARVESTER: 

Scout SSII 1977-1979 2,200 Seat Belts 

BLUE BIRD BODY CoO.: 

School Buses 1979, 1980 168 Body Joint Strength 


The United States Supreme Court will hear arguments in an auto 
dealer’s suit that charges Chrysler Motors Corp. with a violation of 
the Robinson-Patman Act for its alleged discriminatory sales incen- 
tive program. [J. Truett Payne Co., Inc. v. Chrysler Motors Corp., 607 
F.2d 1133 (5th Cir. 1979), cert. granted, 49 U.S.L.W. 3207 (U.S. Oct. 6, 
1980) (No. 79-1944)]. 


Oa 
This column is prepared by the Legal Group of the National Automobile Dealers Association. For further information or questions concerning the items 
appearing in this column, write: Legal Briefs, NADA Legal Group, 8400 Westpark Dr., McLean, VA 22102 

ae 
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New LIFO letter ruling 


A reader asks: 


The dealer was successful in winning treble damages against 
Chrysler for price discrimination in U.S. District Court in Alabama. 
This judgment was reversed, however, by the U.S. Court of Appeals 
for the Fifth Circuit, which held that the dealer had failed to show 
substantial evidence of injury from the sales incentive program. 

The issues before the U.S. Supreme Court center on the amount 
and type of injury needed to prove damages under the Robinson- 
Patman Act. 

In another rare grant of review, the U.S. Supreme Court will con- 
sider whether non-disclosure of the right to receive unearned pre- 
miums from a canceled physical damages policy under an assigned 
automobile installment sales contract violates the Truth In Lending 
Act and Regulation Z. [Anderson Bros. Ford v. Valencia, 617 F.2d 
(7th Cir. 1980), cert. granted, 49 U.S.L.W. 3343 (U.S. Nov. 11, 1980) 
(No. 80-84)]. The questions before the court are whether an assign- 
ment of unearned insurance premiums is a “security interest” that 
must be disclosed and whether a counterclaim for the balance of the 
debt owed is compulsory and subject to a federal court’s ancillary 
jurisdiction. 


A company was incorporated on January 11, 1976 to sell new and 
used cars and trucks. The company reported taxable income on the 
accrual basis, using the “link chain” variation of the LIFO inventory 
valuation method. The company filed its initial corporate income tax 
return on March 15, 1977 in atimely manner, but did not file a Form 
970 election with the return. The company filed an amended return 
on August 29, 1978 and attached a Form 970 to this return. 

Citing Rev. Rul. 74-2, 1974-1 C.B. 412, the IRS has held, in a tech- 
nical advice memorandum, that the company’s LIFO election for 
calendar year 1976 must be disallowed due to the untimely filing of 
the Form 970. Docket No. 8046002. 


A reader from Arizona asks: “I was surprised when my bank con- 
tacted me about a credit card charge that a customer refused to pay. 
The customer and I exchanged words over his repair job, but I thought 
we had finally worked it out. Now, the customer refused to pay and 
my bank expects reimbursement from me. Is this legal?” 


Yes. Under the Fair Credit Billing Act ( effective October, 1975), credit 
card charges can be disputed by a customer and a dealer may be re- 
quired to repay a bank for the credited amount. Any claim that the 
customer has against the dealer can be asserted against the bank that 
bills for credit card charges. (15 U.S.C. §1666i). The disputed charges 
are then sent back to the dealer’s bank to be deducted from the dealer’s 
account. This process forces another dealer/customer confrontation 
and takes the banks out of the dispute. 

Not every complaint entitles a customer to withhold a credit card 
payment, however. Allof the following conditions must be met beforea 
card-issuing bank will allow payment withholding: 

(1) The customer must attempt to settle the problem with the dealer; 

(2) The customer must give the bank issuing the credit card written 
notice that the attempt to settle the problem with the dealer has failed; 

(3)The amount of the initial charge must exceed $50; and 

(4) The transaction must be made within one hundred miles of the 
charging customer’s mailing address. 

Once the situation has progressed to the point where the customer 
withholds credit card payment, it is wise for the dealer to consult an 
attorney. It is likely that a dealer will have a legal defense to the cus- 
tomer’s complaint and it will obviously be more difficult to collect 
through your own resources the amount owed by a protesting cus- 
tomer. 


(Continued on page 44) 
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Don’t “Pack up your troubles?’ 
Call us for a free worry 
inspection before you leave 
for the NADA show. 


We can’t solve all your business worries, of course. But we can take 
a big load off your shoulders when it comes to business insurance. 
Even if you’re not a bit worried, why not call us (collect) to make 
sure everything is right with your business insurance program be- 
fore you leave for the big NADA show. Or come on over and visit us at 
the show. Our business insurance specialists will be there to help you. 


See you in Los Angeles! Booth 1336. 


“Taking The Worry Out Of Being In Business.” 
sana) AMERICAN HARDWARE 
«- MUTUAL INSURANCE COMPANY 


PE MINNEAPOLIS, MINNESOTA (612) 920-1400 
—_ 


n November 4, 1980, the 
American electorate pro- 
duced a change in the com- 
position of our executive and legis- 
lative branches of government 
that sent shock waves through 
much of the political world. The 
new makeup and the seeming 
mandate will have a significant 
impact on the legislative agenda 
during the next several years. 
Ronald Reagan’s 489 electoral 
vote avalanche made Jimmy Car- 
ter the first incumbent Demo- 
cratic president since Grover 
Cleveland in 1888 to go down in 
defeat. Moreover, Reagan’s coat- 


by Charles Ing 
NADA Legislative Assistant, 
NADA Legislative Affairs Office 


tails, in addition to helping the 
Republicans capture a majority in 
the United States Senate, also 
helped the party net 33 House 
seats, bringing their total to a 
competitive 192. Not since the 
days of Dwight D. Eisenhower 
have Republicans held a majority 
in either house of Congress. 
Going into the election, Repub- 
licans held 41 Senatorial seats. In 
its aftermath, the makeup of the 
Senate read as follows: Republi- 
cans 53, Democrats 46, Indepen- 
dents 1. Even the most enthusias- 
tic of Republican supporters could 
not have envisioned such gains. 


But just as significant as this 
numerical change and the jux- 
tapositional transformation in the 
leadership of the Senate, is the ac- 
companying philosophical meta- 
morphosis. Many defenders of the 
liberal Democratic tradition were 
swept aside in what is being de- 
scribed as a landslide for conserva- 
tives. Gone are liberal stalwarts 
George McGovern, Frank Church, 
Birch Bayh, John Culver and 
Warren Magnuson, among others. 
The only conservative-to-moder- 
ate Senate Democrats who lost 
their seats were Herman Tal- 
madge of Georgia, whose candi- 
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dacy was marred by an earlier fi- 
nancial scandal, and Robert Mor- 
gan of North Carolina, who lost to 
a staunch pro-business conserva- 
tive, John East. 

Few political analysts predicted 
the magnitude of the November 4 
Republican uprising. Yet many 
are now referring to 1980 as a wa- 
tershed election. Whether 1980 
marks the beginning of a new era 
in American politics remains to be 
seen. What does appear certain, 
however, is that the perspective 
from which our lawmakers at- 
tempt to solve the nation’s prob- 
lems has been changed signifi- 
cantly. 


Over the past many years, the 
Congress has turned to the gov- 
ernment when seeking a solution 
to a particular problem. New gov- 
ernmental departments and new 
bureaucratic powers were fash- 
ioned with alarming speed. It is 
hard to imagine a continuation of 
this mind-set. 

Liberal Democratic Senator 
Paul Tsongas of Massachusetts 
early on urged a redefinition of 
liberal approaches to government 
problem-solving in an effort to bet- 
ter conform to the changing at- 
titudes of society. In a speech be- 
fore the National Convention of 
Americans for Democratic Action 
in June of this year, Tsongas 
warned that “liberalism is at a 
crossroads. It will either evolve to 
meet the issues of the 1980s or it 
will be reduced to an interesting 
topic for Ph.D. thesis-writing his- 
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torians.” The call to liberals by 
Tsongas to “move on to the press- 
ing problems of the 1980s,” with 
“answers that seem relevant and 
appropriate to the generation of 
potential liberals” was a prophetic 
statement of the times and will 
undoubtedly attract more atten- 
tion in light of this past election. 

Michigan Democrat Carl Levin 
followed up Tsongas’ plea with a 
November 11, 1980 article in the 
Washington Post. Stated Levin, 
“We have to care about what gov- 
ernment actually delivers as much 
as we care about what government 
promises. .. . More effective gov- 
ernment performance rather than 
more sweeping promises has to be 
our goal.” 


Ergo, while the goals of the lib- 
eral establishment apparently 
remain, the means for obtaining 
these goals appear to be undergo- 
ing a painful internal examina- 
tion. 

At least for the near term, Con- 
gress attitude in dealing with 
legislative matters will be altered 
significantly. Government inter- 
vention, once the be-all to end all 
in government decision making, 
will no longer be the key variable 
when addressing an issue. Certain 
steps, which prior to the election 
would have either been adopted or 
at least given serious considera- 
tion, will not even be broached 
under this new Congress. By way 
of example, we need only go back 
three short years to the 95th Con- 
gress and the discussion surround- 
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ing the creation of a federal Con- 
sumer Protection Agency. At that 
time, many of our elected repre- 
sentatives believed that the best 
way to provide adequate repre- 
sentation for consumers at the 
federal level was to create a new 
bureaucratic agency specifically 
designed for that purpose. Fortu- 
nately, even during the 95th Con- 
gress the tide against creating this 
new federal bureaucracy had al- 
ready begun and the bill to create 
the agency was defeated by a close 
vote in the House of Representa- 
tives. Under the new Congress and 
President it is difficult to imagine 
a bill of this nature even being 
seriously considered. 

With Jesse Helms as Chairman 
of the Agriculture Committee, 
with Strom Thurmond as Chair- 
man of the Judiciary Committee, 
with Orrin Hatch as Chairman of 
the Labor and Human Resources 
Committee, with Jake Garn as 
Chairman of the Banking Com- 
mittee, etc., the initial response to 
a problem, in the overwhelming 
majority of cases, will not include 
new government agencies or ex- 
panded bureaucratic mandates. 


This is not to imply that essen- 
tial government services and func- 
tions will be thrown out with last 
year’s news. Rather, the presump- 
tion here is that the Congress, 
both Democrats and Republicans, 
will concentrate—ostensibly, at 
least, on making government 
more efficient and less intrusive, 
instead of concentrating on mak- 
ing more government. Notes in- 
coming Senate Energy and Natu- 
ral Resources Committee Chair- 
man James McClure (R-Idaho), 
“Our majority, working with the 
Reagan administration, will try to 
find answers in non-governmental 
sectors. Let the government be the 
catalyst but not the adminis- 
trator.” 

Whether significant changes in 
government policy can be im- 
plemented over the course of the 
next two, four or six years remains 
unclear. Regardless of the out- 
come, however, the frame of refer- 
ence for dealing with the problems 
of inflation, unemployment, high 
interest rates, energy, etc. has 
been changed. The scope of gov- 
ernment involvement has been 
narrowed, and the options which 
in past years were the rule will 
now be the exception. FE 
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THE 5 O’CLOCK SURPRISE 


e all know what it is. It is 
W:: number one com- 
plaint from our service 


customers when they are asked 
about our service department: The 
infamous 5 o’clock surprise. 

There should be no such thing! 
But if we have “that” problem, 
how quickly can we install a sound 
service department policy to cor- 
rect it? The answer is, we can pre- 
vent the 5 o’clock surprise almost 
completely, and, we can do it over- 
night. 

The 5 o’clock surprise can be 
either: a) The car is not ready 
when promised, and/or, b) The 
price is not as estimated. 

A car not ready when promised 
can be most aggravating. And a 
customer not knowing that his or 
her car is not going to be ready is a 
sign of a sloppy and noncaring ser- 
vice advisor. There is no excuse. 
None. 

It all starts when the repair 
order is written. As explained in 
our column on “A Typical Day,” 
(see AK, July, ’80) the service ad- 
visor must know, at all times, how 
much workload is in the shop at 
any given time, and how many 
more hours can be “safely” written 
in order to complete all work as 
promised. 

When writing the R.O., how 
many times have we heard—“May 
I have your office and home phone 
number?”, instead of—‘“May I 


have a phone number where you 
can be reached between three and 
five p.m.?” Isn’t that the number 
we really want? 

“Mr. Customer, if I can’t call 
you, would you please contact me 
between three and five p.m., be- 
fore you come for your car?” When 
you give an estimate, be as precise 
as you can be—but let there be no 
room for misunderstandings. 


‘We can prevent the 
5 o’clock surprise 
almost completely.’’ 


A service advisor should call 
every customer when the car is 
ready. That’s his job! If a car is 
promised for 5 p.m. and it is ready 
by 3 p.m.—let the customer know. 
Believe me, he or she will be sur- 
prised to hear the good news. The 
bill (Repair Order) should be gone 
over at that time—item by item, 
cost by cost. If your advisor does it 
then, he does not have to do it 
later—but he owes it to his cus- 
tomers to do it at sometime or 
another. Should the customer 
have any questions regarding 
warranty, come-back charges or 
the like, the advisor can get the 
answers from management— 


again before the customer gets to 
the cashier’s office at night. 


The key is this: the service ad- 
visor must have dialog with the 
customer during the day regard- 
ing time promised and total cost of 
the repair bill. If this dialog takes 
place one or more times per day, 
the customer will feel comfortable 
that his interests are being looked 
after. 


If a car can’t be completed as 
promised, tell the customer as 
early as possible. Have some al- 
ternatives in mind. A loaner for 
overnight, a rental car, maybe a 
ride to the bus or train or even a 
ride home. 

Remember: A customer finds us 
“inconvenient” already, so let’s 
help him if we can. Calling when 
the car is ready, going over the bill 
at that time, answering any and 
all questions, makes 5 o’clock no 
surprise to anyone. 

You run a well-organized Ser- 
vice department, your service ad- 
visor does his job as he should, 
your customer knows that his car 
is or is not ready, and he knows 
how much the repairs are going to 
cost him. Now you’ve almost 
eliminated the 5 o’clock surprise. 
All you have to do is: Have a meet- 
ing between shop foreman, service 
advisors and managers and spell 
out the rules. 

P.S. Your cashier will love you. 


This column is prepared exclusively for automotive executive by Douglas Eickhoff, Service and Parts Director of Steve Foley Cadillac, Inc. All comments or 
questions pertaining to these columns should be addressed to: Douglas Eickhoff, Steve Foley Cadillac, Inc., 100 Skokie Blvd., Northbrook, IL. 60062. 
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he 1981 NADA Conven- 

tion and Exposition: should 

you, or should you not at- 
tend? Frankly, the answer to that 
lies in your response to other ques- 
tions. 

Are you aware of all that’s hap- 
pened, with respect to new law and 
old law, to the industry the past 
year? Are you aware of the 
changes that can, and probably 
will, affect you directly? 

Do you know whether you’re not 
throwing away money in unneces- 
sary taxes? Are you sure comput- 
ers couldn’t save you thousands of 
dollars? Do you even know— 
thoroughly—about all the dif- 
ferent types of computers there 
are, and are you sure there isn’t 
another computer that could do 
more than your own, for less? 

Maybe you and your employee 
policies are headed for legal prob- 
lems, and you don’t know it. (The 
law has been changing.) Perhaps 
you could learn more about shop- 
ping for insurance coverage, and 
getting a low-cost loan. What 
about leasing? Could LIFO be for 
you? Is there a way for you to sell 
service as well as some other peo- 
ple seem to? 

During the convention, an ava- 
lanche of workshops, new prod- 
ucts, and innovative equipment 
will keep the answers to those and 
other questions rushing through 
your head. And there will be a lot 
of other dealers to meet who can 
tell you how they’ve handled prob- 
lems in a year in which there’s 
been a lot to handle. Maybe you’ve 
been thinking this is the year you 
won't go. Probably, it’s the year 
you must. 

The NADA exposition this year 
will be housed in the L.A. Conven- 
tion Center and will open Feb- 
ruary 7 and run through February 
10. Over 200 exhibitors will oc- 
cupy the main floor of the center 
displaying their wares. The 
annual exposition will provide you 
the opportunity to meet with 
your manufacturers face-to-face, 
browse through displays, and in- 
spect some of the most up-to-date 
equipment and accessories avail- 
able in the automotive industry. 

Two general sessions will be 
held during the convention, the 
first featuring Ford Motor Co. 
President Philip Caldwell. The 


closing session will be‘ held Feb- 
ruary 10 and will afford you the 
opportunity to meet the individu- 
als who will constitute NADA’s 
incoming executive committee. 
President-elect Reagan has been 
extended an invitation to speak at 
this final meeting of the NADA. 
dealer body, and at this point, the 
Convention office is hopeful he’ll 
attend. 

Over 30 workshops have been 
scheduled to help you deal with 
the day-to-day management of 
your dealership, and topics will in- 
clude tax management, the SBA 
Guaranty Loan Program, and 
dealership energy management. 

Other subjects to be examined 
vary from insurance to the body 
shop, from electric vehicles to used 
vehicles, and from estate planning 
to employee productivity. 

Several special activities are 
also planned. On Sunday, Tom 
Landry, head coach of the Dallas 
Cowboys, will deliver the non- 
denominational worship service in 
the North Hall of the Convention 
Center. 


To satisfy your desires for a 
taste of L.A., five tours are sched- 
uled throughout the convention 
time frame. On, for instance, the 
Los Angeles High Lights Tour, 
you can spend three-and-a-half 
hours roaming through the streets 
of “classy” Beverly Hills and the 
dazzling, exciting atmosphere of 
Hollywood, Chinatown, and Los 
Angeles’ Birthplace, Olvera 
Street. 

The culmination of the four-day 
convention will take place at 7 
p.m. on Tuesday, February 10 in 
the form of the gala event, the 
NADA Diamond Dinner and Re- 
ception. Entertainment will be 
provided by Les Brown and His 
Band of Renown. Spotlighted will 
be vocalist Anna Maria Alber- 
ghetti. And please note that spe- 
cial tickets are required for this 
event. 

All the glitter, knowledge, and 
fun will be there for the taking. 
The scenery and variety of L.A. 
are exciting things to explore. But 
the main thing is, if you make the 
decision to get away for a few days 
this year, what you learn will 
probably make it much easier to 
get away next year. fE 
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elling Yourse 


omewhere in the Good 
Book, there is a quote 
that says “the last shall 
be first.” In the gospel of automo- 
bile salesmanship, that’s an excel- 
lent principle to follow. 

Too many car salesmen have 
had drilled into them in Monday 
morning sales training sessions 
the five basic steps in the selling 
of passenger cars and trucks: 
(1) Prospecting, or finding the 
buyers; (2) Qualifying, or learning 
what a customer really needs 
compared to what he thinks he 
needs or wants; (3) Demonstrat- 
ing, or showing what the set of 
wheels can do and thus creating 
the desire to buy and own; (4) An- 
swering Objections, or overcoming 
resistance to the sale; and 
(5) Closing, that moment of truth 
when you ask for the order. 

Those are the so-called rules or 
steps to a car sale. I never did 
much care for rules. That’s why I 
like that statement “the last shall 
be first” and I’ve played it that way 
from the first day I started to move 
cars from the showroom onto the 
street. In other words, I put Clos- 
ing as number one. Most salesmen 
think it’s the /ast thing you do. But 
the canny automobile salesman 
makes it the first thing he does. 

Why? Because Closing, that 
moment of truth, really starts the 
moment the sale begins. It’s not 
something you should save for 
last, like dessert. If you do, you’re 
liable to wind up with the pie in 
your face. 


On “Closing” 


Closing belongs right up there 
with the start of Prospecting. The 
prospects in your owner files 
should be prioritized and coded ac- 
cording to those you know you will 
be most likely to close. With every 
prospect card in front of you, think 
closing. 


“Don’t think closing 
is the last thing you 
do. Make it the first.’’ 


Closing stands right there 
alongside of Qualifying, too. As 
you probe the prospect as to his ac- 
tual vehicle needs, learning his 
driving habits, the size of his fam- 
ily, the use of his car, every answer 
should be a closing clue on the 
spot. If the guy tells you he has 
four kids and his wife is a member 
of a school car pool and his eyes 
light up at a two-door sports 
model—you need to tell him that 
what he really needs is a wagon. 
The moment he sees that—the 
moment of truth—is a closing 
moment. 

Closing rides right along side 
you and the prospect as you’re 
demonstrating. Practically every 
moment on the demonstration ride 
is a closing moment. The way the 
car corners, the way the car 
brakes, the way the car rides, the 
way the car handles—all are great 
closing opportunities. The minute 


Joe Girard 


you let him or her take over the 
wheel to bring the demonstrator 
back to the dealership is a great 
closing moment. When the pros- 
pect has the wheel is an ideal time 
to ask for the order. 

Answering Objections? You bet. 
Some of the best car salesmen I 
know do a great close on objec- 
tions. That’s because most objec- 
tions are smoke screens anyway. 
Once you’ve uncovered the real or 
hidden objection, faced up to it and 
answered it, right then is the time 
to step right up confidently and 
close. Can you close on the objec- 
tion, “It costs too much”? Sure. 
Break the price down. Point out 
that the customer can have all this 
comfort, safety, luxury, economy, 
rideability, performance, what- 
ever, for just so much a day. Put on 
a low-cost daily basis, the price no 
longer seems threatening, and 
closing becomes that much easier. 

So, don’t think closing is the last 
thing you do. Make it the first. Lit- 
erally. And make it the first thing 
you do in every step of the selling 
process. You never stop closing. 

If you want rules, here’s a sim- 
ple one and it never fails. When 
you greet a prospect, as you qual- 
ify him or her, as you demonstrate 
the car you sell, as you overcome 
objections—remember the rule. 
It’s as simple as A-B-C. Always Be 
Closing. 

I know it works, and I’ve 
chalked up the sales record to 
prove it! 

(Continued on page 45) 


These columns are prepared by Joe Girard, named the world’s greatest salesman 12 times by the Guinness Book of World Records, and syndicated through Allied 
Press International. If YOU have a question, if you need advice on selling yourself, write to Joe, P.O. Box 358, East Detroit, MI, 48021. 
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he 96th Congress has com- 

pleted its work and has ad- 

journed. And while this 
Congress is not generally consid- 
ered to have been extremely ac- 
tive, there were a number of legis- 
lative proposals affecting dealer 
interests which were addressed 
during the two sessions that 
should be noted. 

It’s obvious the past year was 
devastating for most of the dealer 
body and for most of the rest of the 
domestic auto industry as well, 
and this fact played a very impor- 
tant role in the way Congress ad- 
dressed automobile and truck is- 
sues. The auto warranty repair 
bill, which would have required 
full warranties on all new cars, 
went no further than subcommit- 
tee hearings. Also, Congress 
granted some relief to manufac- 
turers on fuel economy standards, 
and it approved a $1.5 billion as- 
sistance program for Chrysler. 

As it became apparent that the 
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depression in the automobile and 
truck market was not going to be a 
short-term condition, NADA’s 
task was to educate the Congress 
of the severity of the crisis, and to 
convince them of the “why.” We 
tried to make it clear that the 
dealer was caught in a set of com- 
plex conditions over which he had 
no control—conditions not of his 
making that were quickly putting 
him in a very real struggle for sur- 
vival. 

The facts clearly indicated our 
assertions were correct, so Con- 
gressional acceptance of those as- 
sertions was good. But the next 
step was to find workable solutions 
to the situation, and this was more 
difficult since there was no agree- 
ment at all within Congress as to 
the best approach to take. Among 
the many approaches suggested by 
many people were low interest 
loans to dealers, federal override 


‘Up 


of state usury laws, efforts to make 
consumer money more available, 
tax credits to purchasers of new 
automobiles and trucks, and 
quotas on imports. But inasmuch 
as there were so very many 
suggestions as to the proper way to 
deal with the automobile industry 
problem, it was difficult .to get 
Congress to focus sharply onany of 
the approaches at all. With inter- 
est rates once again at unrea- 
sonably high levels though, re- 
newed efforts at an answer must 
be undertaken at the beginning of 
the 97th Congress. 

The issues the industry and the 
96th Congress so recently wres- 
tled with were important, but 
what the 97th does with many of 
them will undoubtedly prove to be 
little short of critical for most of us. 


The FTC Used Car Rule 


In December, 1974, Congress 
passed the “Magnuson-Moss War- 
ranty Federal Trade Commission 
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Improvement Act.” That Act di- 
rected the Commission to initiate 
a “rulemaking proceeding dealing 
with warranties and warranty 
practices in connection with the 
sale of used motor vehicles.” 

In response, the FTC issued a 
proposed rule which required that 
sellers of used automobiles inspect 
approximately 60 items or func- 
tions of the automobiles and dis- 
close on a window sticker whether 
each of the listed items are “OK” 
or “Not OK.” It was clear that this 
proposal would, in effect, create a 
warranty on any items designated 
as “OK.” It was also clear that any 
proposal which mandated inspec- 
tions of vehicles or required a war- 
ranty was not in compliance with 
law or with the Congressional in- 
tent regarding used car warran- 
ties. 


Consequently, NADA _ ap- 


_ proached members of the House 
' Commerce Committee to advise 


them of the Commission’s proposal 
and requested that action be taken 
to require the Commission to com- 
ply with the law. As a result, 20 
members of the Commerce Com- 
mittee signed “Additional Views” 
of a Committee Report advising 
the FTC to change its rule by de- 
leting the requirements of inspec- 
tion and warranty. The Senate 
agreed with the House action and, 
in response, the Commission 
changed its rule. 

However, the changes that the 
Commission made were not re- 
sponsive to the direction Congress 
had given. In effect, the Commis- 
sion retained its first proposal, but 
added another column which the 
dealer could check if he did not 
want to inspect the various com- 
ponents of the used car. This other 
column was designated as “We 
Don’t Know.” NADA viewed this 
change as totally unacceptable 
and, in fact, a circumvention of the 
Congressional directive. 

This time, NADA approached 
various members of the Senate to 
ask that further direction be given 
to the Commission. Senator 
McClure (R-Idaho) agreed to offer 
an amendment to the FTC Appro- 
priations bill which would have 
prohibited the Commission from 
enforcing its rule unless changed. 
It was later decided by Senator 
McClure and Senator Ford (D-Ky.) 
that a better approach would be to 
send a letter to the Commission 


strongly advising it to change its 
rule completely. In a very unusual 
move, 51 Senators signed the let- 
ter and sent it to the Commission. 

While the Commission has not 
yet acted to issue a new rule, it is 
expected that one will be forth- 
coming in the near future. If not, 
the Senators warned the Commis- 
sion that the legislative veto 
provision might well be invoked 
and the rule vetoed by Congress. 
The next step is up to the Commis- 
sion. 


Chrysler Assistance 


On January 7, 1980, President 
Carter signed into law a $1.5 bil- 
lion federal assistance program for 
the financially troubled Chrysler 
Corporation. There was a good 
deal of opposition to the program 
in Congress mainly because of the 
philosophical view of many legis- 
lators that government should re- 
duce all of its involvement in the 
business sector, both in regard to 
regulation and specific assistance. 
Others argued that if the govern- 
ment helped one financially de- 
pressed corporation, it would be 
difficult and inequitable not to 
help all. 

The proponents of the Chrysler 
bill argued that a failure of the 
Corporation would result in hun- 
dreds of thousands of lost jobs, a 
further concentration of the indus- 
try and less competition. It was 
further argued that in the long run 
it would be less costly to the gov- 
ernment to assist the Corporation 
financially than not to assist it. 

At any rate, the Chrysler assis- 
tance program was approved and 
this was in large part due to the 
untiring efforts of dealers who 
came to Washington to urge their 
Congressional delegations to sup- 
port the bill. 


Usury Laws 


We have long been concerned 
about state usury laws as they af- 
fect the availability of consumer 
credit for the purchase of automo- 
biles and trucks. As interest rates 
climb to levels above state usury 
law limits, credit for the purchase 
of automobiles quickly becomes 
less and less available. In many 
states, ceilings were a very signifi- 
cant factor in the drastic reduction 
of sales during the first half of 
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1980. Although a number of states 
increased their usury limit during 
the past year, there are still 12 to 
15 states in which usury laws con- 
tinue to be a problem. 


In addition, even in those states 
where usury laws were increased, 
there could be severe problems if 
the prime rate again reaches 20 
percent or more. 


In June of 1980, NADA ap- 
proached Senator Max Baucus 
(D-Mont.) with our problem, and 
he agreed to offer an amendment 
to a Housing bill which would 
have provided for a temporary 
override of state usury laws. Dur- 
ing debate on the Senate floor, 
Senator Baucus was forced to drop 
the amendment under a technical 
procedural rule that it was “non- 
germane” to the housing bill. 

However, the issue is not dead 
and we intend to pursue it during 
the 97th Congress. 


Tax Credits for Purchasers 
of New Cars and Trucks 


When it appeared that major tax 
legislation might be enacted dur- 
ing the 96th Congress, NADA 
started pushing hard for an 
amendment which would have 
provided a tax credit to purchasers 
of new cars and trucks. The 
amendment, as drafted, would 
have provided a $500 tax credit to 
consumers who purchased a new 
car or truck during a six-month 
period after enactment. It was es- 
timated by economists that the tax 
credit for that period would have 
resulted in additional sales of ap- 
proximately 400,000 units and 
would have increased employment 
by approximately 100,000. 


While the initial cost of the pro- 
gram to the government was esti- 
mated to be around $1.5 billion, it 
was thought that the Treasury 
could recover most, if not all, of 
this cost through increased tax 
revenues and a significant reduc- 
tion in unemployment assistance. 


However, neither the House nor 
the Senate ever got a chance to 
vote on this measure since the en- 
tire tax bill went no further than 
the Senate Finance Committee. 
We have every reason to believe 
there will be a major tax bill dur- 
ing the 97th Congress, and we 
fully intend to pursue the tax 
credit idea at that time. 


Energy 


During the 96th Congress, a 
major concern of the Carter Ad- 
ministration, the Congress and 
the American people was our na- 
tion’s growing dependence on 
foreign oil. 

In response to this concern, the 
President announced an ambi- 
tious legislative agenda which in- 
cluded a windfall profits tax on the 
oil companies, the creation of a 
large synthetic fuels program, and 
a new program to help facilitate 
the construction of certain essen- 
tial energy-producing projects. 

Recognizing itself the tenuous 
nature of our supplies and the 
dramatic decline car sales experi- 
ence when a shortage exists, 
NADA’s Board of Directors, in its 
turn, announced a comprehensive 
energy program which em- 
phasized the need for increased 
domestic production—primarily 
through the decontrol of crude oil 
prices and the development of an 
aggressive synthetic fuels indus- 
try. NADA also called on the Pres- 
ident and the Congress to elimi- 
nate the burdensome regulations 
governing the gas allocation sys- 
tem, to relax unnecessarily inhib- 
iting environmental standards, 
and to open up more federal lands 
for exploration and development. 

Following is a brief review of the 
major legislative initiatives in the 
field of energy: 

The key element in the Presi- 
dent’s energy program was the 
creation of a Synthetic Fuels Cor- 
poration. Signed into law the last 
day of June in 1980, the SFC is an 
independent government-spon- 
sored corporation designed to 
provide financial assistance to 
private industry for the develop- 
ment of synthetic fuels. The forms 
of financial assistance available to 
the corporation for use in this en- 
deavor include loans, loan guaran- 
tees, price guarantees,. purchase 
agreements and joint ventures. 
The initial appropriation by the 
Congress for achieving the goals of 
the SFC is $20 billion. An ad- 
ditional $68 billion could be made 
available in 1984 after a review of 
the program by Congress. NADA 
supported the development of syn- 
thetic fuels through such a corpo- 
ration. 

Another cornerstone of the Ad- 
ministration’s energy program 


was the windfall profits tax which 
was passed by the Congress in 
March of 1980 and signed into law 
by the President on April 2. 
NADA’s primary concern regard- 
ing this issue was to help assure 
that the tax was not so burden- 
some as to negate the positive ef- 
fects of decontrol. To this end, 
NADA supported the Jones-Moore 
Substitute Bill in the House which 
contained a less stringent tax than 
that passed by the House Ways 
and Means Committee. The 
Jones-Moore Substitute passed 
the House by a 236-183 vote. The 
Senate passed their version of the 
bill by a 74-24 vote. 


The third major energy initia- 
tive proposed by the President ad- 
vocated the creation of an Energy 
Mobilization Board. The purpose 
of an EMB was to expedite the 
completion of critical energy proj- 
ects by cutting through much of 
the bureaucratic red tape which 
has essentially paralyzed energy 
development in the past. Ad- 
ditionally, many proponents of 
this concept, NADA included, be- 
lieved that, to be effective, an 
EMB should also have the author- 
ity to recommend to the Congress 
waivers of unnecessary and re- 
strictive substantive federal laws 
and regulations, such as those 
governing air and water quality. 


Following months of protracted 
debate, the House defeated the 
House-Senate Conference report 
on this bill in June by a 232-131 
vote. The bill was thus returned to 
the conference committee where it 
died. 


Aside from the above-mentioned 
items, the Congress addressed a 
number of other energy-related is- 
sues, i.e. gas rationing, state con- 
servation plans, solar power, etc. 
Needless to say, the issue of 
energy will continue to emerge as 
a critical and controversial legis- 
lative item in the years ahead. 


Open-End Automobile Leasing 


In December of 1979, the IRS 
ruled that “open-end” automobile 
and truck leases should be treated 
as conditional sales for the pur- 
poses of tax treatment. At the 
same time, they elected to enforce 
this new rule on all prior years for 
which tax deficiencies may be as- 
serted, in effect making the rule 


retroactive. It was this retroactiv- 
ity that NADA opposed so 
strongly. As proposed, the rule 
would require dealers engaged in 
the leasing business to file 
amended returns, giving up the 
investment tax credit and depre- 
ciation. 

During the closing weeks of the 
96th Congress, NADA conferred 
with then Ways and Means 
Chairman Al Ullman with respect 
to the retroactive element of this 
regulation. The result of these 
meetings was Ullman’s introduc- 
tion of H.R. 8073 which would 
overturn the retroactivity aspect 
of the ruling. The Ways and Means 
Committee conducted hearings on 
this bill on September 18, but at 
this time, no further action is 
scheduled on the bill. NADA will 
have to wait and see if the change 
in administration has any effect 
on this IRS ruling. 


Capital Cost 
Recovery Act—10-5-3 


A great deal of discussion in the 
96th Congress centered around 
ways to increase business pro- 
ductivity. In this light, one of the 
more popular proposals was the 
Capital Cost Recovery Act. Com- 
monly referred to as 10-5-3, the 
CCRA would provide for a more 
rapid recovery of capital invest- 
ment through the streamlining 
and simplification of depreciation 
schedules. That is, today’s com- 
plex “useful life” depreciation 
schedule would be replaced by the 
following set of standardized 
schedules: 


Class I: Ten-year depreciation for 
commercial buildings and their 
structural components, excluding 
residential personal property; 


Class II: Five-year schedule for 
equipment and other tangible per- 
sonal property; 


Class III: Three-year depreciation 
for automobiles and light-duty 
trucks, up to $100,000 per year. 
Since no tax bill emerged from 
the 96th Congress, the CCRA was 
not addressed during this session 
of Congress despite having over 
300 co-sponsors in the House. Un- 
doubtedly, any tax bill which 
comes out of the 97th Congress 
will include some form of 
simplified depreciation schedule 
for business. fE 
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FILL 


ince its inception in 1975, the Dealers Election 

Action Committee (DEAC) has developed into 

one of the most effective political action or- 
ganizations in the country. It’s been striving to elect 
responsible candidates who are sensitive both to the 
needs of the public and the industry, and its recent 
successes in the political arena have, in the words of 
DEAC Chairman William E. Hancock, Jr., provided 
“dramatic evidence of the growing influence of new 
car and truck dealers in the American political sys- 
tem.” 

The victory results of the past two elections make it 
clear just how successful the DEAC program has 
been. In 1978, DEAC was involved in 299 House 
races, and in 259 or 86.6 percent of them, the man or 
woman the Committee thought to be best won. In that 
year’s Senate contests, DEAC registered a 93.5 per- 
cent victory margin, supporting the ultimately vic- 
torious candidate in 29 of the 31 races entered. 

The impressive victory margins registered in 1978 
continued on into the 1980 elections. Of the 435 races 
for seats in the U.S. House of Representatives, DEAC 
contributed to a candidate in 290, and saw that can- 
didacy “make it” in all but 37 instances. It partici- 
pated in 24 of the 34 Senate contests, and its candi- 


UNITED STATES SENATE 
Category DEAC Won Lost Per- 
Involved centage 
85.7% 
83.3% 
100.0% 
87.5% 


Incumbents Supported 14 12° 2 

Incumbents Opposed 6 1 

Open Seats 4 0 
3 


Senate Totals 24 


Open Seats 


Political Action and Success 


dates lost only three. The chart below illustrates it 
further. 

With regard to the last election, it’s particularly 
significant that five of the six incumbent Senators 
that DEAC opposed lost. These were: Frank Church 
(D-Idaho), Birch Bayh (D-Indiana), John Culver 
(D-lowa), George McGovern (D-South Dakota), and 
Warren Magnuson (D-Washington). Additionally, 
DEAC participated in four of the Senate races for 
open seats and, in each case, the candidate it sup- 
ported won. These newly elected Senators are: Alan 
Dixon (D-Illinois), Alfonse D’Amato (R-New York), 
Mark Andrews (R-North Dakota) and Arlen Specter 
(R-Pennsylvania). In all, DEAC ended up supporting 
nine new Senators. 

The emergence of DEAC over the past six years as a 
major political influence has been astounding. The 
victory margins obtained by the Committee and the 
quality of candidates elected over this time period can 
be attributed principally to the extremely high level 
of participation in DEAC by the dealers, large volume 
and small. If this same high level of participation con- 
tinues in future elections, it will almost undoubtedly 
result in superior, more responsible legislation. And 
that will only be beneficial to everyone. 


U.S. HOUSE OF REPRESENTATIVES 
Category DEAC Won Lost Per- 
Involved centage 
Incumbents Supported 229 94.3% 
Incumbents Opposed 30 36.7% 
31 83.9% 


- House Totals 290 87.2% 


fE 


This is one of a series of monthly columns dealing with legislative issues of concern to franchised new car and truck dealers. It is intended to provide a brief 
summary of those actions either already taken by the Congress or currently pending which will impact on your business. 
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he past year, 1980, has 

come and_ gone. It 

brought quite a few 
startling revelations to truck 
dealers and the truck industry. 
ATD had one of its busiest years 
ever. It seemed as though at least 
one truck dealer each day called 
looking for advice, assistance or 
cooperation. But the year is be- 
hind us and, hopefully, so is the 
staggering downturn in the truck 
market. 

Truck sales, light and heavy, to- 
talled an estimated 2,400,000 
units for 1980. That’s nearly one 
million units fewer than 1979, ora 
25 percent downturn. It’s also in- 
teresting to note that imports 
have, at the same time, made 
gains in these categories and now 
represent 20 percent of the 
total—up 7 percent from 1979! 

In looking over some corre- 
spondence, I see a few truck 
dealers are no longer with us. 
They seem to be the people who 
experienced tremendous growth 
or were consolidating during the 
business spurt of the late ’70s. The 
folks that are still around are 
those who watch their business 
carefully and plan their growth. 

As I review the government’s 
record for 1980, I am amazed at the 
volume of actions taken. I am also 
encouraged by the initial actions 
the new Reagan Administration is 
taking to “revitalize” American 
business. The day after the elec- 
tion, I was talking with a number 
of truck dealer friends and I sensed 
something that had disappeared 
earlier in 1980 . . . optimism. It 
sure was good to hear the upbeat 
and positive things they had to say 
about the future of our industry. 

Last year was devastating to 
many people, but 1981 promises to 


This column is prepared exclusively for automotive executive by Patrick R. Close, directoro 
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be a turning point. Congress will 
undoubtedly be more conservative 
and show more restraint in spend- 
ing and issuing new laws. I expect 
few new programs to be intro- 
duced, and some old programs 
have a chance to be either re- 
vamped or even eliminated. 

The new Republican Senate 
should be more responsive to the 
needs of the dealers. With change 
in the committees, we stand to see 
a more business-oriented Con- 
gress. Some new faces will head 
the Senate Finance, Small Busi- 
ness, Banking and Commerce 
Committees, committees that di- 
rectly affect the truck industry. 

But while Congress and the 
Administration bode well for 
business, the truck industry must 
look hard and fast at several key 
areas to ensure a speedy and full 
recovery. Labor, prices and pro- 
ductivity head the list of concerns 
this year. 

Labor will have to be convinced 
that excessive wage and fringe 
demands will only fuel inflation 
and slow the economy. A good 
day’s work is worth good pay, but 
escalating clauses in workers’ con- 
tracts run the labor bill up 
quickly. Labor must be made 
aware that the choice is either 
moderation or unemployment. 

Most truck dealers have already 
looked intently at the issue of peo- 
ple and wages. Quality in both re- 
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spects is important to quality op- 
erations. But overhead cannot be 
allowed to rise so high or fast that 
the dealership can’t make a profit. 

New vehicle prices skyrocketed 
this year 14 percent on the aver- 
age. And every time a truck price 
jumps, the law of economics fol- 
lows that fewer people can afford 
to purchase that truck. New truck 
prices, coupled with the expenses 
of a business start, mean a truck 
customer must have between 
$20,000 and $35,000 just to begin 
his operation! That outlay, and the 
excessively high monthly pay- 
ments, doom many truck custom- 
ers to extinction. Truck dealers 
can trim their customers’ costs by 
carefully matching the truck (and 
the price) to the need, by manag- 
ing the financing, and by carefully 
maintaining the vehicle and so on. 
But it will also take the manufac- 
turers’ increased efforts to hold the 
line on prices. 

The last area I see requiring our 
attention is productivity. Call it 
efficiency, management, cash flow 
or effectiveness, it still works out 
to getting the most for your time, 
money and effort. A lot of truck 
dealers learned this past year that 
the business needs their constant, 
steady influence to maximize re- 
turn on the dollar! 

The year 1981 will not be an 
easy one by any stretch of the 
imagination. But a few things are 
in the truck industry’s favor, A 
more responsible and responsive 
Congress and Administration will] 
help. More professional and 
business-minded truck dealers 
will help. And more initiative on 
the part of the truck manufactur- 
ers will help. 1981 should be an 
upswing year. With a little effort 
on each of our parts, it will be. FE 
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en Ronald Reagan takes 
the oath of office as the 
40th President of the 


United States, he will also take 
the keys to the most sophisticated 
automobile in the world. And 
while he will never “get behind the 
wheel” in the truest sense, he will 
discover a unique experience 
shared by few men. 

For most of our history, the na- 
tion’s presidents have had several 
vehicles at their disposal and true 
to tradition, the President today 
often travels in one of a number of 
automobiles in the official White 
House fleet. However, there is one 
special vehicle parked in the ga- 
rage at 1600 Pennsylvania Av- 
enue that is a marvel of engineer- 
ing and ingenuity. This automo- 
bile, the Presidential Parade 
limousine, is a product of sophisti- 
cated technology and the long his- 
tory of Presidential transportation 
initiated by George Washington 
himself. 


In the Beginning 


The current Presidential Parade Limousine (top) and its 
interior, finished in a medium gray leather. 


Like many well-to-do gentle- 
men of his day, General Washing- 
ton owned numerous carriages. In 
1768, he desired a new one “made 
in the newest taste, handsome, 
genteel and light; yet not slight 
and consequently unserviceable. 
To be made of the best seasoned 
wood, and by a celebrated work- 
man.” Whether the workman was 
truly celebrated is still a matter of 
question. However, the General 
was given an indication of the ma- 
terial’s quality after only two 
months of use when the carriage 
split from one end to the other. 
Washington, it seems, had been 
taken for a ride. 

When John Adams _ became 
President in 1797, he sought to 
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alter the image associated with 
the Chief Executive position. He 
began by changing Washington’s 
elegant six-horse carriage (quite 
distinct from the one mentioned 
earlier) so as not to “excite popular 
feelings and vulgar insolence for 
nothing.” The thirteenth Presi- 
dent, Millard Fillmore, was said to 
have possessed one of the finest 
vehicles of the day. But the Presi- 
dent was not particularly im- 
pressed with his conveyance and, 
upon leaving the White House in 
1853, sold it in order to purchase a 
silver service. Ulysses S. Grant 
holds the distinction of being the 
first President to be apprehended 
for speeding. While it is not known 
at what speed he was traveling, it 
did cost him $20. 

Presidential transportation re- 
mained pretty much unchanged 
until 1899 when William McKin- 
ley became the first Chief Execu- 
tive to “taste the joys of a ride in an 
automobile.” In fact, ajournalist of 
the day reported, “The President 
was seen early this week in the 
steam carriage of F.O. Stanley, the 
inventor of the locomobile. Now 
that the horseless carriage has 
won the approval of the Chief 
Magistrate, its popularity will 
gain a decided impetus.” 

William Howard Taft brought 
about a major change in 1999 by 
converting the White House sta- 
bles to a garage to house the offi- 
cial fleet of four motorcars. And in 
1921, Warren Harding became the 
first President-elect to ride to his 
inauguration in an automobile. 
Harding was also the first to learn 
to drive, although the Secret Ser- 
vice never permitted him to do so. 


Security Comes of Age 
p wineries rs ah els 


Until an assassination attempt 
on Franklin Roosevelt in 1933, the 
Presidential automobiles were lit- 


tle more than production cars with 
the official seal on the door. How- 
ever, on December 1, 1939, the 
White House took delivery on a 
V-12 armored Lincoln Continen- 
tal. This car, later known as the 
“Sunshine Special” because of 
President Roosevelt’s preference 
for convertible transportation in 
fair weather, marked the first cus- 
tom protective motorcar for a Pres- 
ident of the United States. During 
restyling in 1942, the “Sunshine 
Special” received extra protective 
armor, was stretched to a 160-inch 
wheelbase, and tipped the scales 
at 9,300 pounds. Along with the 
inch-thick bullet-proof glass, the 
car also had bullet-proof tires, a 
two-way radio, red lights, siren, 
and compartments for sub- 
machine guns. 

A year and a decade later saw a 
new limousine in the White House 
inventory, this one a 20-foot 1950 
custom Lincoln convertible 
equipped with a 152 hp engine. In 
addition to its other appointments, 
the 6,450-pound armored sedan 
possessed gold-plated interior 
hardware and “sufficient head- 
room for the high silk hats which 
are a ‘must’ for state occasions.” 

The 35th President, John F. 
Kennedy, took office on January 
20, 1961 and left the inaugural 
ceremonies in the same 1950 Lin- 
coln that had served Harry Tru- 
man and Dwight Eisenhower. But 
only one day before, construction 
had begun on a new Presidential 
limousine. When the car was de- 
livered to the Chief Executive 
early the following June, more 
than four years had been devoted 
to it in terms of planning, design, 
etc. 

After leaving the Ford Motor 
Company as a 1961 Lincoln Con- 
tinental convertible, the Parade 
limousine was literally cut in half 


and then lengthened by 41 inches. 
This was the first limousine with 
complete air conditioning, and it 
was structurally strengthened to 
provide riding comfort on virtu- 
ally any road. However, air condi- 
tioning and a smooth ride were not 
the most impressive features of 
the car. 

Built at an estimated cost of 
over $500,000 the option list 
would impress even the most dis- 
criminating buyer: 

© Bullet-resistant windshield— 
$10,000 

¢ Embroidered gold lap robes— 
$475 each 

¢ Tires—Up to $4,000 apiece. 

Major innovations included a 
variety of roof combinations; a 
rear seat that could be raised and 
lowered automatically so the Pres- 
ident could be easily seen while 
seated; two-way radio communi- 
cations; and, handles concealed in 
the body lines and automatically 
retractable foot stands for use by 
the Secret Service when needed. 
But while the automobile was 
built to rigid Secret Service 
specifications, it was not bullet- 
proofed. 

After John Kennedy’s assassi- 
nation in Dallas, President 
Johnson ordered the limousine 
remodeled and, when it was re- 
turned to the White House, it was 
approximately 90 percent new. All 
of the existing glass was removed 
and new bullet-proof glass was in- 
stalled. The manufacture of the 
glass alone was described as “so 
fantastically tedious, so time-con- 
suming and such a costly process 
that a commercial value simply 
cannot be established for it.” 

Code named “D-2 Quick Fix” the 
now bullet-proofed automobile 
was shipped back to President 
Johnson in June of 1964 weighing 


9,800 pounds. . 
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General Motors 
believes that 
satisfied 
customers are 
the mast 
important assets — 


we have. 


Let's work together to keep them 
that way with the new GM Continuous 
Protection Plan. 


Still the best 
rotection 
or your 

customers. 


And now the Plan is better than ever. 
We've expanded from two protection 
packages to four, with coverage up to 
4 full years or 50,000 miles. 

We've increased car rental 
allowances. We've expanded and 
revised eligibility requirements to 
allow purchase of the Plan up to 6 
months or 6,000 miles from the 
new-vehicle delivery or in-service 
date. And for added value when it’s 
time to trade, we've made the Plan 
transferable to subsequent retail 
purchasers. 

Quite simply, there is no better 
extended repair plan anywhere than 
GM's. This includes depth of 
coverage, ease of handling claims, 
number of outlets where service can 
be performed, even the toll-free 
“800” hot-line to help GM 
customers out of a bind. 


Still the best 
rotection 
or you. 


In more ways than one. With the 
GM Continuous Protection Plan, 
your customers have an agreement 
directly with GM. There are no 
surprises. 

As to payment for work 
performed under the Plan, GM will 


pay you for parts up to list and labor 
at your retail hourly rate. Compare 
that with most other plans. And we 
pay you direct, usually within five 
days, without a lot of hassle and 
paperwork. 

Something else. You don’t get 
involved in disputes with customers 
about repair costs when they have 
the GM Continuous Protection Plan. 
You handle the repairs. We take care 
of the bills. 

Finally, there’s this to remember. 
Because we pick up the tab, your 
income won't be cut by the effects of 
inflation on parts and labor costs 
later on down the line. That’s rea/ 
protection. 


Big 

new up-front 
rofits 
r you. 


Under a new discount structure 
effective with Plans sold on 1981 
models, base profit potential has 
been increased across the board. But 
that's only part of the good news. 
We've also retained the sales 
penetration bonus program, which 
gives you the opportunity to earn 
even more. For example, on group 
C cars (mostly intermediates) at the 
30% bonus level and with the new 
base price discount, you can now 
€am up to $100 when you sell a 
36/36 Custom Plan at the suggested 
Selling price. 


We advertise 
it. You profit. 


We don’t think you should have to do 
all the work yourself. So we're going 
across the country with a brand-new, 
consumer-oriented campaign 
designed to help you sign up 
Customers to the Plan with the GM 
Mark of Excellence. 

It's got impact. Frequency. And 
it's backed by a comprehensive 
promotion package that'll do a great 
job for you, too. 


Keep the GM 
Connection. 
Talk to your 
Zone Rep 
today. 


Bring yourself up to date and find out 
in detail about the many favorable 
aspects of the new GM Continuous 
Protection Plan for 1981. 

About the long-term potential for 
real income. 

About the expanded eligibility for 
commercial vehicle usage. 

About the way we take care of all 
the paperwork, freeing you up for 
more important things. 

And about our plans to make the 
GM Mark of Excellence as important 
to a customer on his repair plan as it is 
on his new car, light-duty truck or van. 


Continuous 


Protection 
Plan 


Keeping Up with the Times 


Today, both the car and the se- 
curity procedures associated with 
its use have changed to some de- 
gree. Whenever the President 
travels, the Secret Service arrives 
in advance to determine the route 
he will take from the airport to his 
destination. The route is never 
published, but at least three dif- 
ferent ones are prepared in the 
event circumstances force a 
change. 


Traveling along the selected av- 
enue, the President is accom- 
panied by numerous armored 
follow-up cars containing his 
armed security contingent and his 
fully equipped personal physican. 
The travel plans are so detailed 
that at any point in the journey 
both the Secret Service and the 
President’s chauffeur know the 
quickest route to any area hospital 
should the need arise. 

The current automobile in use 
by the White House is a 1972, 460 
C.I.D. V-8 Lincoln that incorpo- 
rates many of the same features 
found in the last few Parade lim- 
ousines, including a very sophisti- 
cated communications system, 
ideal air-conditioning, emergency 
signals, fresh bottled water, presi- 
dential flags, fender-mounted 
spotlights for those flags, a first- 
aid kit, umbrellas, the ability to 
travel at sustained slow speeds in 
parades and at high speeds on a 
moment’s notice, rear bumper 
steps for Secret Service agents, 
body armoring, bullet resistant 
glass, puncture-proof tires, a pub- 
lice address system, safety gas 
tanks, and dual gasoline and brak- 
ing systems. 

For obvious reasons, the Secret 
Service is less than enthusiastic 
about divulging other details con- 
cerning the automobile, but it is 
reported that the trunk is so 
crammed with electronics that it 
can carry no luggage at all. 

Because of the unique require- 
ments associated with transport- 
ing the nation’s most important 
passenger, this one car—the Pres- 
idential Parade limousine—is 
next to unbelievable. 

Chances are, General Washing- 
ton, and probably a lot of other 
people too, would use that same 
word to describe the vehicle’s 
efficiency—or _ inefficiency—with 
a gallon of gas. FE 


The 1968 Continental which was replaced by the current automobile. 


F.D.R.’s famous “Sunshine Special.” 
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E Car Market 
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7 0 start the New Year, I’ve de- 
vised the “Automotive Exec- 
utive Car Market Price Trends” 
chart that you see above. It will be- 
come a regular feature of this col- 
umn, and although all figures or 
prices when published are, of course, history, I be- 
lieve they will be able to accurately show not only the 
way the market has been moving, but how it could 
move for the near future. 

I'd like to explain the various parts of the chart. As 
you can see, it indicates three market levels of used 
car activity: auction, wholesale and retail. It is 
further broken down into four geographical areas, 
each of which relates to one or more of the various 
NADA Used Car Guide Book regional categories. 

The chart’s “East” designation, for instance, re- 
lates to the Guide’s New England and Eastern edi- 
tions and, consequently, the activity in those regions. 
“South” relates to the Southeastern edition and re- 
gion; “Midwest” to the Central and Midwest editions 
and regions, and “West” to the Pacific Southwest, 
Pacific Northwest, Mountain, and Southwest edi- 
tions and regions. 

If you wish a further break-out of the regions by 
state, I refer you to the NADA Used Car Guide Quar- 
terly (thick) book edition and to the inside back cover 
for a fuller explanation. 

As one can see, there is a marked difference be- 
tween wholesale and auction sales. Normally, the 
wholesale price is the so-called curb price or customer 
trade-in, or it may be a sale to an outside wholesaler. 
These cars are not reconditioned cars. The auto auc- 
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ditioning cycle; in some cases, the auction cars have 
gone through various wholesale market levels, thus 
commanding higher prices. The retail column of the 
table is really self-explanatory. The retail prices 
shown are from the dealer 10-day report that has 
been used by the Guide Co. for a long time. 

For comparative purposes, we will, each issue, 
provide statistics covering three specific time spans: 
the one year-ago figures, the previous month prices 
and the current prices. 

The price trends or figures indicated are regional 
average prices for all cars for all years. These figures 
are not adjusted to forecast possible trends, nor are 
they manipulated to reflect seasonal variations, or 
for any other reason. There is one exception to this. In 
the NADA Guide’s data processing system, the com- 
puter program has built into it a set of purge limits so 
that the exorbitantly high-priced or extremely low- 
priced car will be discarded. Thus, roughly about 10 
percent of the high prices and 10 percent of the low 
are not used. We feel this helps to eliminate those 
wild figures everyone hears about and also, it helps to 
eliminate some of the human error such as improper 


coding and key punch errors. 
xk 


Short Note: Our friends north of the border are 
continuing their expansion. Bob Gore of Calgary 
Wholesale Auto Auction opened up a new facility in 
Edmonton, Alberta. It’s called Edmonton Wholesale 
Auto Auction and is located at 15830 121 A Avenue, 
P.O. Box 30, Site 2, R.R.8 Edmonton, Alberta TPL 
4H8. Telephone No. is 403-452-2157. Sale day is held 
every Tuesday at 10:30 a.m. Clean-up facilities and 


2244 | 5296 | 4044 4823 4976 
2767 | 5861 | 4200 | 5078 


tion prices are generally higher because, in many coffee shop are available on the premises. & 
cases, the cars offered have gone through some recon- | | 
Aucuon Block 1s prepared exclusively for automotive executive by George Basel of the NADA Official Used Car Guide. All comments or questions 


’ . ; ; > > J P 
pertaining to these columns should be mailed to: George Basel, automotive executive magazine, 8400 Westpark, Dr., McLean, VA 22102. 
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A world of trust...for 
buyers and sellers. 


CLASSIFIED 


Arizona 


SOUTHWEST AUTO AUC- 
TIONS. Lease and fleet accounts 


If you're like most dealers, you're looking for welcome. M ember N AAA A ND 
a single source of quality cars and qualified 249 ‘ . 
buyers—a source for inventory regulation NAFA. 3420 South 48th Street, 


you can trust, time after time. Phoenix. Tel. (602) 894-2211. 
You're looking for the world of Manheim - 
Auctions Connecticut 
Knowledgeable dealers from coast to coast 
have already found it. They trust the Man- 
heim system of service to give them an unri- 
valed selection of cars. And they count on its 
program of comprehensive support services, 
backed by unquestioned professionalism, to 
make balancing their inventories easier, 
quicker and more pleasant 


SOUTHERN 


AUTO AUCTION 


RT. 5, WAREHOUSE PT., CT 
There’s an Auction Every 
Wednesday at Southern 
Larry Tribble & Bob August 

203-623-2617 


Michigan 


YOUR STRONGEST COMPETITOR ATTENDS’ 


FLINT AUTO AUCTION, ING. 


, WEDNESDAY 10:57 A.M. 
4 LANES 


But most of all, they have confidence in 
Manheim’s ironclad policy of fair and equal 
treatment to help them get the cars they 
need to stay competitive—at competitive 
prices. 


They know there's a world of trust at a 
Manheim Auction. And you will, too, the first 
time you visit. 


MANHEIM AUCTIONS, P.O. BOX 4667, LANCASTER, PA 17604 
Phone (717) 569-4561 


1 MANHEIM AUTO AUCTION, Manheim, Pa. 17545 
Sale Friday Phone 717/665-3571 

2 NATIONAL AUTO DEALERS EXCHANGE, Bordentown, N.J. 08505 
Sale Wednesday Phone Bordentown 609/298-3400 — 
Camden 609/662-6700 — Philadelphia 215/923-1090 

3 FREDERICKSBURG AUTO AUCTION, Fredericksburg, Va. 22401 
Sale Thursday Phone 703/898-4900 

4 KANSAS CITY AUTO AUCTION, Kansas City, Mo. 64127 
Sale Wednesday Phone 816/241-2614 

5 LAKELAND AUTO AUCTION, Lakeland, Fla. 33802 


eo ta 


ME apg 
manheim 


LEADING THE INDUSTRY SINCE 1945 


ILLINOIS 


ARENA AUTO AUCTION INC. 
10355 S. Woodlawn Avenue 
Chicago, |. 60628 

Jim Franks, Jim Cotton 


AUCTION WAY SALES INC. 
4600 Cal Sag Road 
Crestwood, iL 60445 

Joe Lyng 


GREATER CHICAGO AUTO 
AUCTION INC. 

12055 S. Cicero Avenue 
Chicago, IL 60658 

Joe Lyng 


GREATER TRI CITY AUTO 
AUCTION 

Archer Drive & 42nd Avenue 
East Moline, iL 61244 

*Box 711,Rock Island, |L 61201 
Mike Fitzgerald, George Y eager 


TREMONT AUTO AUCTION 
Route 9 & 121 
Tremont, IL 61568 


Sale Wednesda 


Phone 813/984-1551 


6 ATLANTA AUTO AUCTION, Red Oak, Ga. 30272 
Sale Thursday Phone 404/762-9211 
7 HIGH POINT AUTO AUCTION, High Point, N.C. 27261 


Sale Tuesda 


Phone 919/886-7091 


8 BUTLER AUTO AUCTION, Gibsonia, Pa. 15044 
Sale Wednesday Phone 412/443-7211 


Pittsburgh 412/961-0305 


9 METRO MILWAUKEE AUTO AUCTION, Caledonia, Wis. 53108 
Sale Wednesday Phone Caledonia 414/835-4436 


Chicago 312/236-2623 


10 FLORIDA AUTO AUCTION OF ORLANDO, Ocoee. Fla. 32761 


Sale Tuesday 


Phone 305/656-6200 


1 FRESNO AUTO DEALERS AUCTION, Fresno, Calif. 93706 
Sale Thursday Phone 209/268-8051 
12 CALIFORNIA AUTO DEALERS EXCHANGE, Anaheim, Calif. 92803 


Sale Wednesday 


Phone 714/996-2400 


Port 


Noon. 


3711 WESTERN RD. FLINT. MICHIGAN 48506 
PHONE (313) 736-2700 
GRAND RAPIDS AUTO AUC- 
TIONS. David Hawkins V.P. 
Lease and fleet. Member NAAA 
and Auto Auction Insurance. 2380 
Sheldon 
49428 (616) 669-1050. Tuesday 12 


MI 


Rd., Jenison, 


“PROFIT TODAY THE AUTO AUCTION WAY” 
At These MIDWEST AUTO AUCTION ASSOCIATION 


*Box 772 
Don Stone 


INDIANA 


EVANSVILLE AUTO AUCTION 
INC. 

2229 S. Kentucky Avenue 
Evansville, IN 47714 

*Box 2409 

Floyd Hauhe, Errol Hauhe 


INDIANA AUTO AUCTION INC. 


5120 Speedway Drive 
Fort Wayne, IN 46825 
Cari Horn, Jean Horn 


KEN SCHAEFER AUTO 
AUCTION INC. 

4555 Lafayette Road 
Indianapolis, 1N46224 

*Box 24164 

Jack Kesler, Bill Van Landingham 


LOUISVILLE AUTO AUCTION 
5425 Highway 31 E. 

Clarksville, IN 46619 

*Box 833 

Jeffersonville, IN 47130 

Bob Malkin 


MIDSTATES AUTO AUCTION 
25784 Western Avenue 
South Bend, IN 46619 
Jim Seder, Wilma Seder 


DYER AUTO AUCTION INC. 
641 Joliet Street 

Dyer, IN 46311 

Helen Clark, Gene Clark 


SOUTH BEND-MISHAWAKA 
AUTO AUCTION INC. 

1209 East McKinley 
Mishawaka, IN 46544 


*802 Altgeld 
South Bend, IN 46614 


1OWA 


CENTRAL STATES AUTO 
AUCTION INC. 

824 S. Taft Street 

Mason City, |A 50401 

Sam Holzman 


DES MOINES AUTO AUCTION 
1530 S.E. 48th Avenue 

Des Moines, 1A 50320 

David Tobis 


PLAZA AUTO AUCTION 

Jct. Highway 30 & No. 1 

Mt. Vernon, |A 52314 

Robert Edieman, Gerald Edelman 


QUAD STATE AUTO AUCTION 
East Acres 

Lawton, |A 51030 

W.R. Herboid 


MICHIGAN 


APTCO AUTO AUCTION INC. 
20911 Gladwin 

Taylor, Mi 48180 

Sam Lafata 


FLINT AUTO AUCTION INC. 
3711 Western Road 

Flint, Mi 48506 

M.D. McCollum, Jim Williams 


GRAND RAPIDS AUTO 
AUCTION INC. 

2380 Port Sheidon 
Jenison, Mi 49428 

Bart Knapp 
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GREATER LANSING AUTO 
AUCTION 

6956 Lansing Road 
Dimondale, MI 48821 
Robert Baker 


SCHOOLCRAFT AUTO 
AUCTION INC, 

U.S. 131 North Route 2 
Schoolcraft, Mi 49087 

Donald DeVries 


MINNESOTA 


AL EIDE MINNEAPOLIS AUTO 
AUCTION 

1125 Nathan Lane North 
Minneapolis, MN 55441 

Al Eide 


MINNEAPOLIS NORTHSTAR 
AUTO AUCTION 

P.O. Box 257 

Shakopee, MN 55379 

Sam Geit 


OHIO 


AKRON AUTO AUCTION 
2471 Ley Drive 

Akron, OH 44319 

Don Bailey 


COLUMBUS FAIR AUTO 
AUCTION 

4700 Groveport Road 

Obetz, OH 43207 

*Box 504,Columbus, OH 43216 
Bill Jacobs, Alexis Jacobs, 
Taylor Huff 


CUYAHOGA AUTO AUCTION 
INC. 
P.O. Box 99 


Member Auctions 


Berea, OH 44017 
Bill Janes 


DAYTON AUTO AUCTION 
5345 N. Dixie Drive 
Dayton, OH 45414 

Randy Peddicord 


GALLIPOLIS AUTO AUCTION 
INC. 

P.O. Box 421 

Gallipolis, OH 45631 

Don Sheiton, Eimer Patrick 


MONTPELIER AUTO AUCTION 
co. 

P.O. Box 47 

Montpelier, OH 43643 

Don Rogers 


OHIO AUTO AUCTION INC, 
P.O. Box 220 

Grove City, OH 43123 
Henry Stanley 


WISCONSIN 


FOX VALLEY AUTO AUCTION 
INC. 

P.O. Box W-D 

DePere, Wi 54115 

Gerald Sheriff 

Donna Nieuwenhuis 


CENTRAL WISCONSIN AUTO 
AUCTION 

9107 Schofield Avenue 
Schofield, Wi 54476 


METRO MILWAUKEE AUTO 
AUCTION INC, 

561 S. Highway 41 

Caledonia, Wi 53108 

Bill Bryden, Dave Harrison 


*MAIL ADDRESS 


APTCO AUTO AUCTION 
20911 Gladwin. Taylor. Mich 48180 
Licensed car Dealers 
SALE EVERY TUESDAY 
12 NOON 


N 
R 
Factory Front Line Units 
7 
H 


Lease and Renta! Units. For 
Information. Hotel reser- 
vations. numbers 


CALL AREA 313 285-7300 
New York 


NORTHWAY EXCHANGE INC 


DEALERS’ AUTO AUCTION 
Route 146, R.O. Box 440 
Clifton Park, N.Y. 12065 __ 


ny) 


COIS. 


SALE EVERY THURSDAY 11:30 a.m. 


‘*Our Service Does Not Cost - It Pays’”’ 


TEXAS 


AMARILLO AUTO AUCTIONS. 
Lease & fleet specialists for 33 
years. Write or call Dale or Friday, 
3208 E. 10th Ave., Amarillo, TX 
79104. Tel. (806) 372-2206. 


Insulating your home helps 
keep the heat in and the 
cold out in winter and also 
retains cool air in summer. 


LITTLE BY 
IAL ADDS UP 


Jam, US Department of Fe 
Es. ENERGY ppp Housing and AYO I tr wecare t 
EFFICIENCY a | r Urban Development Cnn me Agvereng Comes 


Al Eide’s Minneapolis Auto Auction 


New Improved 


Minnesota Texas 


WEDNESDAY BIG H AUTO AUCTION—A 

11:AM Dealers Auction. Fleet lease and 

3 Rings @ Large Consignment factory sale every Tuesday 

m 22s Acres a inten 11:30 a.m. 701 North Shephard 

: ners ae os Dr. Houston, TX 77007. Tele: 
713-869-0164. 


Fleet & Lease Accounts Welcome 

DALLAS AUTO AUCTION— 
for Dealer. Fleet and lease— 
4226 E. Main Dallas, TX 75211. 
Gary Smith, G/Mgr. Tele: 
214-264-2344. 


1125 Nathan Ln. No. 
Minneapolis, MN 55441 
612/546-2403 
We Cannot Spell S_ ccess 
Without u! 


‘I made $30,000 


gross profit in three 


months selling 


Stop-A-Flat.”’ 


Bob Saks, President 
Bob Saks Oldsmobile, 
Farmington, Mich. 


The largest and number 
one volume dealer in 
the state of Michigan. 


“Stop-a-Flat has proven 
itself to be an excellent 
A profit maker in my 
}\ dealership as well as 
a valuable safety pro- 
duct with our customers 
in mind. With the ever increasing 
pursuit of additional income in addition 

to the sale of our vehicles, the aftermarket 
Stop-a-Flat sales play a key role in these 
important extra profits.” 


stapcflat/2 


he flat resistant tire ” 
With guaranteed balance 


CALL THE DIRECT LINETO A 
BETTER BOTTOM LINE 800-523-2436 
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Irving Blackman 


The Deductible Automobile 


he automobile is to to- 

day’s American what 

yesterday’s horse was to 
the Wild West cowboy—a means of 
transportation. The care and feed- 
ing of the horse’s replacement— 
the automobile—is like every- 
thing else that is modern: it is in- 
finitely more complex. Listing the 
differences between the two modes 
of transportation—physical and 
otherwise—would probably make 
a hilarious parlor game. But the 
fun would most certainly stop if 
anyone suggested that no portion 
of the automobile or any of its 
operating expenses could be de- 
ducted on your income tax return. 
And whether you call it horse- 
sense or nonsense, that is exactly 
the position of the IRS if you do not 
follow the rules. 

Now is the time to determine 
how to best handle your 1980 au- 
tomobile expenses. With costs of 
fuel and operating expenses, to- 
gether with the price of the horse- 
less carriage itself skyrocketing 
out of sight—as you of all people 
know—the tax payoff is worth ex- 
amining. This item should help 
get you started. But for the best re- 
sults, you should discuss your 
situation with your professional. 
Buy him or her lunch. It’s deduct- 
ible. 

The rules in a nutshell: automo- 
bile expenses are deductible if the 
automobile is used in connection 
with a trade or business or an 


deduction is allowed only for that 
part of the expenses attributable 
to business or income-producing 
use. The portion attributable to 
personal use is not deductible. 

In order to claim the full amount 
of automobile expenses incurred 
as a deduction, you must meet 
strict substantiation require- 
ments. If you can establish that 
your automobile has a useful life of 
at least three years, you may claim 
an investment tax credit. 


“You must meet strict 
substantiation 
requirements.”’ 


Who can deduct automobile ex- 
penses? In a word, everyone. But 
only the business portion. For this 
purpose, you will fall into one of 
four categories. 

1. Commuters. The cost of 
commuting—going to and coming 
from work—is personal, and such 
expenses are not deductible. 

2. Employees. Employees are 
allowed to treat local transporta- 
tion expenses as business ex- 
penses as long as they are con- 
nected with the employee’s job. 
(Rev. Rul. 55-109) 

3. Self-employed, Partner OR 
Corporation. The Internal Reve- 
nue Code (Section 162(a)) provides 


away from home in the pursuit of a 
trade or business” are included 
among the types of “ordinary and 
necessary” expenses that are de- 
ductible. This language includes 
all forms of business, whether in- 
corporated or not. Of course, the 
automobile, when used away from 
home, is specifically covered in 
this language. 

When an automobile is used for 
business purposes as local trans- 
portation (NOT away from home), 
Section 162 governs under the or- 
dinary and necessary expense rule 
if “paid or incurred in carrying on 
any trade or business.” 

4. Automobile owned by em- 
ployer. 

a. And you are a stockholder/ 
employee. 

A corporation is not entitled to 
claim deductions for expenses at- 
tributable to the personal use of 
the auto by the _ stockholder/ 
employee. The examining revenue 
agent will probably extract two 
taxes if that happens: first, when 
he disallows such portion to the 
corporation; and, second, when he 
taxes the same portion to you, the 
stockholder/employee, as a divi- 
dend. 

b. And you are not a stockholder. 

The revenue agent has the right 
to add the personal portion of the 
auto expenses to your taxable in- 
come (the corporation gets its de- 
duction anyway, as compensation 
to you). 


income-producing activity. The that “traveling expenses while ake 
These columns are prepared by Blackman. Kallick # Co., certified public accountants, under the watchful eye of Irving Blackman. Blackman, also an 
attorney and author of Winning The Tax Game, consults with businessmen around the country on the subject of taxes and profitability. Questions 


concerning these columns should be addressed to Blackman. Kallick # Co., 180 N LaSalle St., Chicago. 1L 60601 
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How to deduct it this year but 
pay next year. Would you believe 
those plastic cards can actually 
give you a tax break? This is true 
even though, under the general 
rule, a cash-basis taxpayer can 
only get the deduction in the year 
payment is made. For example, 
you incur a debt that is deductible 
in 1980 but it is not paid until 
1981. The deduction can be taken 
only on your 1981 income tax re- 
turn. 

There is one important excep- 
tion. When a cash-basis taxpayer 
makes payment by use of a credit 
card, payment is considered 
made—for tax purposes—on the 
date of the credit card transaction. 
The authority for this welcome ex- 
ception comes from two important 
IRS rulings: 

1. Contributions: Taxpayers 
who made contributions can claim 
the deduction in either the year 
the contribution was charged or in 
the year payment was made to the 
issuer of the credit card. (Rev. Rul. 
78-38) 

2. Medical Expenses: The same 
rule applies to a payment of medi- 
cal or dental expenses with a 
credit card. (Rev. Rul. 78-39) 


“This. . .allows your 
estate to exclude $5,000 
per year for each child 
under age 21.’’ 


The same concept should be ap- 
plicable to business expenditures 
incurred for travel and entertain- 
ment. Legally, when you use a 
third-party credit card (like VISA 
or American Express), you have 
“paid” your bill to the seller (or 
provider of services) right then 
and there. Actually, cash payment 
is a matter between you and the 
credit card company. One 
warning—the concept falls out of 
bed if you use the seller’s own’ 
credit card. For example, you slip 
the gas station attendant his own 
major oil company plastic instead 
of cash. That is not payment—you 
only charged it and are stuck 
under the general rule—only ac- 
tual cash payment captures the 
deduction. 

The above item is an excerpt 
from my book Winning the Travel 
and Entertainment Tax Game. 


kkk 


Inflation—the tax cost can 
kill you. Got the money shorts? 
More clients continue to bang on 
my door looking for an explana- 
tion of why they are short of 
spendable dollars. Only the gov- 
ernment comes out ahead when 
you combine inflation with our 
progressive American tax system. 
An all too true-to-life example 
tells the story: 

Five years ago, Joe Exec earned 
$40,000; last year, he earned 
$60,000—a 50 percent increase. 
But assume an inflation factor of 
40 percent (a bit low in fact) over 
the same five-year period, and let’s 
see how Joe comes out in terms of 
spendable income: At $40,000, Joe 
had $27,900 of spendable income 
after federal income tax. At 
$60,000, that spendable income 
climbs to $37,700 after the federal 
tax, for an increase of $9,800 over 
the five-year period. But, the 40 
percent inflation over the same 
five years chews up $15,100 of that 
$37,200, and that means that ac- 
tually, over five years, though 
Joe’s salary went up $20,000, his 


spendable income went down 
$5,300. 

You can change the numbers, 
but not the theory. Inflation is a 
hidden tax. 


x* * 

Have any children under 21? 
Read this. Almost every business 
owner should have an “orphans 
exclusion” written into his or her 
will. This recent tax break allows 
your estate to exclude $5,000 per 
year for each child under age 21. 

For example, if you and your 
spouse die leaving an 11-year-old 
child, the estate may remove 
$50,000 from tax liability. For two 
children, ages 10 and 11, the ex- 
clusion becomes $105,000, and so 
on. This money is removed tax- 
free to take care of the children. 

With the lowest estate tax 
bracket starting at 32 percent and 
going as high as 70 percent, you 
can be talking about a lot of dol- 
lars. Suppose your taxable estate 
is only $185,625. The first 
$175,625 is tax-free; that next 
$10,000 will cost your estate 
$3,200. 

See your tax advisor. fE 


Recirculating System! 


The ESP Energy Recirculating System gently forces the heat 
down to the floor to keep the thermostat satisfied. This greatly 
reduces the number of times your furnace is called on for heat. 


Saves heat in winter, cools in summer. Check us out... call us TOLL 
FREE for names of users in your area and Special industry prices. 


800-548-7199 


IN MONTANA ®@ 406-252-0480 


WRITE: 


ENERGY SAVING PRODUCTS 


P.O. BOX 311 
BILLINGS, MONTANA 59103 
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buying public of 1981 is not 

what it was three and four and 
more years ago. For the most part, 
buyers and potential buyers now 
look at a car differently—with a 
different list of demands, and a dif- 
ferent list of perceptions and mis- 
conceptions. More and more, they 
want their cars small. 


[i many, many ways, the car- 


by Ron Rogers 


But what else? What have 
downsizing and inflation and high 
interest rates done to what people 
want in the car? How, if at all, has 
it changed the selling of the car? 

Well, there really is no one an- 
swer. A few areas of the country 
are experiencing their own special 
sales phenomenons. But generally 
speaking, when times were good 
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and profits fine, the nation’s 
dealers were finding that large 
grosses were no problem. Custom- 
ers were loading up with options, 
trying to make their new small] 
cars feel like their big old ones 
once did. 

But right now, in most of the 
states, times are not good, and 
fewer and fewer people are totally 


ignoring the bottom line at the end 
of the price sheet. 

When we asked a Ford dealer in 
Texas, for instance, about whether 
people walking through his show- 
room doors tended to have price in 
mind or a certain set of equipment, 
he asked, “Are you talking about 
the last year or the last couple of 
months?” Buyers, he said, have 


turned into shoppers, and he said 
it seems they are buying only if 
circumstances say they have to. 
“Consequently,” he said, “it seems 
they are buying the minimum 
they think they can get used to, for 
as low a figure as they can get 
away with.” 

A Chevy dealer in Idaho spoke 
to us along much the same line, 


saying he has noticed the same 
Phenomenon the last several 
weeks. “Until recently,” he said, 
“we sold five to eight cars a Satur- 
day. But last Saturday, we had 
more people in here than we’ve 
ever had, and we didn’t ‘close’ one. 
The shoppers are shopping 
everywhere, and I’ve got to think 
there’s a real correlation with the 
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rise in interest rates. People are 
finally getting squeezed.” 


According to our AE tally, 
dealers are finding that, if they’ve 
got a car in stock that’s loaded and 
not standard-size, they’ve got a car 
that suddenly has a better-than- 
average chance of gathering dust 
on the deep pile carpet. 

A number of independent polls 
taken recently have concluded 
that a large majority of dealers are 
ordering cars with an “average” 
number of options, and it seems 
many of those same dealers are 
trying to avoid covering all the 
bases. Complains a West Coast 
Toyota dealer, “Like so many of 
the manufacturers, we’ve got too 
many models, too many options, 
too many colors, too many interi- 
ors. It causes a problem in inven- 
tory, and with floorplanning being 
what it is. . . it’s not good. You 
feel you’ve got to stock six of these 
and eight of those, etc., even 
though they’re not all that dif- 
ferent from one another. The next 
thing you know, you’ve got a lot of 
money on the lot. It all should be 
cut back. In my mind, Henry Ford 
wasn’t so wrong when he said, 
‘Any car they want, so long as it’s 
black.’ ” 

The likelihood of the industry 
pioneer’s strategy coming into 
vogue again is remote, but dealers 
interviewed by AE over the last 
month-and-a-half say for the most 
part that they would not mind if 
the factories became a little more 
constrained. 

Several of the dealers, in fact, 
are of the opinion that their im- 
ages, and those of their manufac- 
turers, would be somewhat more 
positive if their cars could boast 
more standard features and fewer 
optional ones. Said one, who’s an 
import and a domestic dealer, “In 
my opinion, that’s one of the rea- 
sons the Japanese have been so 
successful. Within a given model, 
they package most of their cars 
pretty much the same, and each 
package contains a substantial 
helping of items that people like to 
have. And the items are stan- 
dard.” 

Echoed another domestic-im- 
port dealer, “If you order a Mazda 
626 or a GLC, for instance, every- 
thing is the same—just about your 
only choice is four-speed or auto- 
matic or five-speed. As a result, we 
don’t have to stock nearly as many 


cars. And since what you’ve got is 
good and you’ve established the 
way it’s going to be, the car is basi- 
cally well accepted the way it is. 
Maybe the variety isn’t there, but I 
think everything is there, really, 
that a man could want. 

“If a lot of my customers want 
air conditioning but some of them 
don’t, that’s okay. I don’t have to 
worry about being stuck with just 
air and having a customer leave 
me because he doesn’t want to pay 
the tab for something he doesn’t 
need. With the imported cars, a 
third of your air conditioning is 
with the car. All the vents are 
there, everything. All you have to 
do is connect the system under the 
hood, and you've got factory air be- 
cause the rest is built in. It cuts 
down on slow movers and 
floorplanning considerably. 

“As far as I’m concerned, it’s 
great to have the options the vari- 
ous American cars do, but it’s sort 
of nifty to be able to sell out of 
stock with a smaller inventory.” 

Just what options are selling? In 
just about every survey we've 
seen, dealers list automatic 
transmission and air conditioning 
as numbers one and two. Power 
steering is big, and so are radial 
tires, cruise control, tilt steering 
wheels, and window defog gers. 

The dealers say sunroofs and 
T-tops are not doing all that well, 
and they say expensive radios in 
bottom-of-the-line cars are not 
making it at all. 

A dealer in upper New York 
state told us he’s never been overly 
excited about “overloaded” cars. 
“Usually,” he explained, “we like 
it with automatic, power steering, 
radio and heater, whitewall, a lit- 
tle trim, and that’s about it. We 
don’t try to stock the heavier units. 
We don’t get into power seats, 
power windows, with rare excep- 
tion. The nice but moderately 
equipped car is what our clientele 
is looking for, and it’s getting more 
that way. 

“For the few that do want some- 
thing fancy, we go to the locator 
and track it down and dealer trade 
for it, or we just order it for the in- 
dividual. Our demos move pretty 
well, but by then, they’ve got sub- 
stantial discounts on them with 
the extra equipment. 

“We're usually up against 
someone on a competitive deal, 
and if our item is just too crowded 
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with goodies, we’re just going to be 
out of the ballpark on our offer.” 

That response was typical of 
what AE has been hearing, except 
in the busier areas of California 
and in a few other areas of the 
country where the downturn in 
the economy has been a bit more 
selective in its targets. 

By and large, dealers told us 
their customers do come into the 
showroom with loosely defined 
ideas about what they want, but 
many of those customers appar- 
ently can be moved in certain di- 
rections if the price is right. And as 
we indicated before, that latter 
qualification seems to _ be 
paramount in the minds of just 
about everyone. 

The question of whether cus- 
tomers perceive any difference in 
quality between factory and 
dealer-installed options seems 
pretty clear. Consumers, dealers 
say, feel factory items are better, 
and many dealers themselves feel 
that to be true. 

Domestic dealers told us, for in- 
stance, that the air conditioning 
units they install are generally 
noisier than factory installations, 
and they say the overall end result 
just isn’t as good. In the words of 
one, “You start installing, and you 
soon realize you don’t have the 
right gear ratio, the right springs, 
the right insulation, and you don’t 
have the fresh air intake. And we 
actually tell our customers that. 
Why have them disillusioned 
later?” 

As good a question as that is, 
apparently a better one is, “How 
do you sell today’s customer—the 
one who’s in your store only be- 
cause he unequivocally needs a 
new pair of wheels?” Do you brag 
about your low price? Well, in the 
majority of cases, when AE asked 
dealers that question, the answer 
was a resounding “No.” 

“Many customers,” we were 
told, “don’t want to release their 
cash for anything, and there are 
very few numbers you can give 
them that are going to make them 
feel good. Start talking price, and 
they just might get up and go look- 
ing for a better one. But if you sit q 
guy down and do a good selling job 
on him and let him know you're 
going to take care of him as far ag 
the sale goes and the service 
goes—the whole shebang—then 

(Continued on page 38) 


Of course they wantit. 
Show them they 


can afford it with GMAC. 


It doesn’t take you long to spot the look of someone in love. 
No doubt about it. They want that shiny, new number on your 
showroom floor. But can they afford it? 
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out the quality features. Explain the convenience of your GMAC 
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you’ve got a chance of selling him 
and having a repeat customer and 
getting some referrals. Establish a 
super relationship with him early, 
and this might be a better time 
than ever to build a long-term loy- 
alty. Anyway, we talk about what 
he needs first, and the price later.” 

Several dealers mentioned that 
digital equipment, among the 
newer options on the market, is at- 
tracting a good amount of public 
attention. Burglar alarms have 
not really done a lot in a number of 
markets, and CBs seem to be off. 

In short, though it’s something 
of a generalization, customers 
seem less willing now to spend 
their dollars on options they con- 
sider less than utilitarian. On just 
about anything but the big ticket 
cars, if the item is simply sumptu- 
ous, most dealers might do well 
to forget it. 

If the item is something rela- 
tively simple like an automatic 
trunk lid opener, even a “shopper” 
might be willing to pay the price to 
get it. But a vinyl roof, probably 
not. 

As a matter of fact, though a lot 


of dealers say they would like to 
see things like radial tires, power 
steering, power brakes, tinted 
windshields, rear window defog- 
ger, air conditioning, AM radio 
and automatic transmission made 
standard on one or more of their 
models, many of them—par- 
ticularly domestic dealers—would 
like to see items like trunk open- 
ers and trip odometers added to 
the list. People are responding to 
them: they don’t cost that much, 
they’re a little different, and they 
give even a sparsely furnished car 
a little extra. 

The dealers interviewed by AE 
who advocated the move to more 
standards and fewer options said 
they really didn’t expect wholesale 
changes along those lines, but 
they said it would probably make 
buying a car a somewhat nicer ex- 
perience for the customer. 

Asa Southeast Dodge dealer put 
it, “Frankly, I think it would help 
our credibility. It’s awfully confus- 
ing for some people—a lot of peo- 
ple—when they buy a car, and 
with the option mess being what it 
is with most makes, it’s really 
hard for them to comprehend what 
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they’re getting and what they’re 
not. And one other thing: When a 
customer sees something listed as 
an option on a car, something that 
seems to him to be basic to the car’s 
function, I think his reaction is, 
‘The next option listed will proba- 
bly be the accelerator.’ I think he 
sometimes gets a bit turned off. 

Added a suburban Maryland 
Chevy dealer, “It would be much 
easier if a customer with an inter- 
est in a Monte Carlo, for example, 
could know it had a good standard 
package on it that he could update, 
if he wished, with three or four 
items. When there’s 30, or 40, or 
50, I don’t know.” 


One of his competitors said it 
another way: “If a customer goes 
to, say, a BMW dealer and the 
salesman says, “This is the price,’ 
and the guy’s already been to three 
domestic make dealers who tell 
him $500 off here and $1,000 off 
there and $1,500 off somewhere 
else, maybe he’s going to think the 
merchandise put up by three of the 
four is mis-priced. I vote for sanity 
and simplicity—sane packaging 
and sane pricing. You're still 
going to get your gross, ‘cause 
you're going to sell it list.” 

In the meantime, dealers are 
looking to a lot of things to try to 
keep their grosses up. One import 
dealer with whom AE spoke is 
selling what he calls a protection 
package—floor mats and mud 
guards and chrome on the sides if 
the car doesn’t have it, and wheel 
opening moldings. It enhances the 
looks and builds the profit at the 
same time. 

Others are hitting hard with 
rust preventatives, finish and fab- 
ric protectors and the like, and in 
some cases, are using the items to 
spearhead promotions. Extended 
service contracts also seem to be 
doing fairly well. 

Mainly, though, the dealers 
we've talked to are studying their 
markets more closely, trying to 
keep their cars attractive, but the 
extras sensible. Many are trying 
to stimulate impulse buying with 
cars that boast bright and vlashy 
colors, and some models in some 
areas are selling with upgraded 
interiors. 

The right cars with the right 
lists of options can still mean a log 
of money in your pocket. But 
within reasonable bounds, it’s got 
to be the right list. ae 
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The Depository Institutions Deregulation 
and Monetary Control Act of 1980: 


he Depository Institutions 
4) Pderegsiation and Mone- 

tary Control Act of 1980, 
which was signed into law on 
March 31, is a package of legisla- 
tion which virtually overhauls the 
U.S. financial system. Through 
deregulation at the Federal and 
state levels, it promotes competi- 
tion among financial institutions, 
and promotes a more efficient 
marketplace. At: the same time, 
the act provides the Federal Re- 
serve Board with new regulatory 
powers which will improve its 
ability to control the money sup- 
ly. 
: The Fed’s new powers consist 
primarily of an extension of re- 
serve requirements to non-mem- 
ber banks. While member and 
non-member banks will now be 
subject to the same reserve re- 
quirements, the structure of these 
requirements will be different 
from that which existed prior to 
the Act. Fed members will have 
three years to phase in this new 
reserve requirement structure, 
while non-members will have 
seven years. 

Deregulation will also be 
phased in over several years. Reg- 
ulation Q—ceilings on interest 
rates that financial institutions 
can pay on deposits—will be 
phased out by March 31, 1986. On 
January 1, 1981, savings and 
loans and savings banks will be 
permitted to offer NOW accounts 
(Negotiable Orders of With- 


This column 1s prepared by the Economic Analysis Dept. of the National Automobile Deale 


What Is It? 


drawal, i.e., interest-bearing 
checking accounts), and federally 
chartered savings and loans will 
be able to make more consumer 
loans and offer credit cards. Effec- 
tive April 1, 1980, state usury laws 
on certain types of loans were 
eliminated for three years, during 
which time states are supposed to 
update such laws. 


‘Deregulation will 
allow S&L’s to 
compete in the auto 
finance market.’’ 


Impact on Economy 


Perhaps the most significant 
general effect of this Act is that 
depository institutions will now be 
in greater competition with each 
other. Because thrifts will be able 
to offer NOW accounts and credit 
cards and make more consumer 
loans, the distinction between 
them and commercial banks wil] 
fade. The financial institutions 
will compete for funds by offering 
higher rates on customer deposits, 
as well as by offering more ser- 
vices. There will be explicit 
charges, however, for many of the 


services offered. And, intense 
competition will result in a signif- 
icant decline in the number of fi- 
nancial establishments (by as 
much as 60 percent from the cur- 
rent level of 20,500). The remain- 
ing institutions, however, will be 
able to collect and distribute capi- 
tal more efficiently, and the 
economy will, therefore, operate 
more efficiently. 

In addition to operating more ef- 
ficiently, the economy will grow 
faster as a result of this Act. After 
the removal of Regulation Q, 
interest rates on time and savings 
deposits will rise to a market- 
clearing level. Consumer demand 
for these deposits will rise, and 
demand for demand deposits, as 
we currently know them, will fall. 
Because the reserve requirement 
on demand deposits is higher than 
those on time and savings depos- 
its, there will be a reduction in the 
demand for reserves. Barring any 
offsetting action by the Federal 
Reserve, this decline in demand 
for reserves will cause a decrease 
in the market rate of interest. This 
will lead to an increase in invest- 
ment and an increase in GNP. 

If, however, the Fed would de- 
sire to offset these effects, the Act 
enables it to do so more effectively 
than previously. The Fed will now 
have better control over reserves, 
since reserve requirements will 
apply to Fed members and non- 
members. Over the past twenty 
years, the percent of total demand 
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deposits held in non-member 
banks rose from 17 percent to 35 
percent, and since non-member 
banks have not been subject to the 
Fed’s reserve requirements, the 
reserves over which the Fed has 
had control have actually been de- 
clining. 

The Fed will also have more 
monetary control because of 
changes in the structure of the re- 
serve requirements. The reserve 
requirements are now consid- 
erably more uniform across the 
types of deposits within narrowly 
defined monetary aggregates. 
This means that changes in the 
composition of deposits will have 
less of an effect on reserves. Hence, 
the aggregate-reserve relation- 
ship will be strengthened. 

But, while the Depository In- 
stitutions Deregulation and Mon- 
etary Control Act will provide the 
Fed with better monetary control, 
and will cause the banking indus- 
try and the economy to operate 
more efficiently, there is uncer- 
tainty over the effects it will have 
on specific sectors of the economy. 

Housing is one of those sectors. 
Thrifts are the primary source of 
the nation’s home loans. Because 
thrifts can now make more con- 
sumer loans, and can now compete 
for deposits, mortgages will be af- 
fected in three ways. First, 
mortgages will become harder to 
find because home buyers will be 
competing against industry and 
other consumers to raise money. 
Secondly, the type of mortgages 
available may change. Thirdly, 
mortgage rates will rise since they 
will no longer be subsidized by 
savers being forced to accept an ar- 
tificially low interest rate. 


Impact on Dealers 


Retail lending terms and avail- 
ability are, of course, vital deter- 
minants of future new car and 
truck sales. In the decade of the 
seventies, for example, purchasers 
were able to withstand new car 
price increases by switching from 
36- to 48-month financing. (The 
average maturity of new car loans 
made by finance companies in- 
creased from 34 months in 1970 to 
44 months in 1979). By extending 
credit terms, new car purchasers 
were able to keep average monthly 
payments as a percent of disposa- 
ble income on a declining trend 
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throughout the seventies. But 
with or without banking deregula- 
tion, this trend would have had to 
come to an end in the eighties. The 
current inflationary environment 
makes it undesirable to lend for 
longer terms at a fixed rate. 

The more important question 
revolves around availability. 
Banking deregulation will allowS 
& L’s to actively compete for a role 
in the retail auto financing mar- 
ket. It seems likely, however, that 
only the larger S & L’s will go after 
this market. A larger benefit from 
banking deregulation would re- 
sult from the hoped-for increased 
stability in total loanable funds 
available in the banking system. 
In the past, it was customary for 
banks to withdraw from the retail 
auto financing market whenever 
credit conditions became tight. 
This was especially true during 
the credit crunch of 1980. Banks, 
through both direct loans and in- 
direct purchases, have tradition- 
ally accounted for over 57 percent 
of all retail auto financing. By 
April of 1980, the share of the 
market accounted for by banks de- 
clined to 42 percent. As a result, 
the captive finance companies had 
to increase their share of the mar- 
ket from 24 percent in April of 
1979 to 42 percent in April of 1980. 

Allowing financial institutions 
to more actively compete for funds 
should enhance total loanable 
fund stability. There should then 
be less shifting between sources of 
auto financing. There should also 
be less volatility in the turndown 
rate on auto paper which, in times 
of tight credit, has a tendency to 
become excessively high. It was 
estimated in May of 1980, for 
example, that over 46 percent of 
all customer retail finance con- 
tracts written were turned down 
by banks and finance companies, 

A possible negative resulting 
from bank deregulation was im.- 
plied in the onset of this report. In 
many small towns, the local dealer 
and small banker have a close ang 
mutually beneficial relationship, 
Banking deregulation will bring 
about a sharp increase in acquisj- 
tions and mergers in the financia] 
market. As a result, the smal]_ 
town banker is destined to go the 
way of the family farm. Access to 
regional and national money 
markets will, however, improve, 
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The Economy and The Used Car 


tion, 
mented to an 
associate that 


Jundershot. One 
reads, now, that 
the advisors to 
Mr. Reagan are pointing out that 
economic conditions are truly of 
such a nature that there is no 
quick fix which could bring back 
“the good old days.” I am not fault- 


‘‘New car prices are a 
deterrent, but look at 
some used cars .. . 
unbelievable.’ 


ing Mr. Reagan. . . all challen- 
gers run against the incumbent’s 
record—even when they know 
conditions do not necessarily de- 
rive from any fault of those in of- 
fice. So, we are told, things may 
get worse before they get better. 
This would have been true regard- 
less of which candidate prevailed. 

Where does this leave the used 
car business? I wish I knew. Many 
of the factors which limit the sale 
of new cars will also have an ad- 


The Used Car column is prepared exclusively for automotive executive by James 
comments or questions pertaining to these columns should be mailed to: “Used Cars,” automotive executiv 


verse effect on the sale of used 
cars. I have never heard it said 
that financing for used cars was 
more favorable than for new. The 
cost of the new car is a deterrent to 
buy, but look at the price of some 
used cars. . . unbelievable. 

Used cars do have advantages: 
they enjoy a wide range of values 
and they can meet basic transpor- 
tation requirements. They are— 
always—unique, and that is a 
tremendous advantage. 

Late in November, I visited with 
some people in Martinsburg, WV. 
Martinsburg is in the West Vir- 
ginia panhandle and probably 
should have been aligned with 
Maryland or Virginia. . . well, it 
was a part of Virginia. Before I left 
Martinsburg, I called upon Larry 
Pitzer of Kent Parsons Ford, 
which also handles L-M products. 
There are only six dealers in town, 
no import dealer and no Buick 
dealer. But, there are bigger trad- 
ing areas close by. 

Larry sees an ever-increasing 
role for the used car, and while I 
was there, he was buying a 
number of rental units. The 
dealership does well with used 
units, and one reason is its policy 
of putting a 12-month service con- 
tract (power train) on every used 
car retailed from the store. Larry 
has agreed to discuss this in detail 
with us and his experience in this 
field will be a subject for a Used 


Car Guide editorial, possibly in 
February. I rather suspect Larry 
has a point: given existing condi- 
tions, one would naturally turn 
even more to the used car market, 
whether as a buyer or as a seller. 
We've mentioned before a trend 
toward basing collision insurance 
coverage upon the actual repair 
history of a given car. Well, the 
Los Angeles Times, in its Novem- 
ber 23 issue, ran a couple of stories 
dealing with safety and “insura- 
bility” of various cars. In terms of 
safety, many subcompacts fared 
poorly, especially the smaller im- 
A EE AR 


‘‘(He) does well with a 
12-month powertrain 
contract on every used 
car retailed.’’ 


ports. It was interesting to note 


the Times also published a list of 
those cars with the worst insur- 


ance claim loss experience, and as 
you might expect, many cars ap- 
peared on both lists. 

This could or could not be a fac- 
tor in used car marketing—if not 
now, then perhaps at some time in 
the future. Just as high interest 
rates deter time payment sales, so 
will other related costs affect the 
selling of used cars. You should 
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keep up with prevailing insurance 
policies in your area. If the colli- 
sion coverage is to be based upon 
the experience of the car, one 
might keep this in mind. The cost 
of auto insurance is a very real cost 
and one which car buyers can 
readily identify and understand. 
Although some car owners choose 
to underwrite their own collision 
insurance, the necessity and the 
problem of that insurance remain 
at least as long as the car is under 
a finance agreement. At any rate, 
it would be prudent to obtain a list 
of the cars and check with your 
local insuror. 


There is little we can do about 
interest rates except to suffer and 
pray for relief. I simply cannot 
comprehend the reasoning behind 
the decisions to increase rates and 
I have never been impressed by 
the divine wisdom of those who 
make such decisions. Just as med- 
ical practitioners look askance 
upon some medical treatments of 
not so long ago, so may future gen- 
erations look back at 18 percent 
and wonder where we kept our 
brains. Well, the rate of interest is 
somewhat like Mark Twain’s 
weather: “Everyone talks about it 
but no one does anything about it.” 
I recall, back in 1967, when I took 
a home loan at 6 percent. . . my 
fear was that we were in too high, 
and that in months, I'd be looking 
at 4-5 percent mortgages and kick- 
ing myself for taking on such a 
high loan! This has nothing to do 
with used cars, but now, our 
monthly utility bills are about the 
same as our mortgage. 


There will be a used car work- 
shop at the NADA Convention in 
February. One never knows how 
these things will go, but we will 
have a couple of good people on 
board. One may startle you with 
some of his ideas. I'll be there, God 


willing, and I may undertake a lit- 
tle homework so I can contribute a 
bit more than acting as moderator. 
There are areas in which some 
people really know a great deal 
but are unable to communicate 
their knowledge to others. . . I 
always thought that about my pro- 
fessors in college. 


I hope 1981 is good for all of us. I 
am getting old enough now that I 
would enjoy a little relaxation ina 
low-key environment. 3 
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Legal Briefs (from page 7) 


FTC warns dealers 
about coercive 
insurance sales 


White Motor Corp. 
dealer appointed to 
creditors’ committee 


Misleading promises 
may violate fair trade 
laws 


Chrysler will repay 
surpluses from sales of 
repossessed cars 


The FTC is reminding dealers and finance companies that it is illegal 
to coerce customers into buying life, accident or health insurance 
when the insurance is not in fact required as a condition of a loan. Ina 
1975 decision, the FTC established the precedent for holding coercive 
insurance sales illegal. It is also illegal to falsely represent that it will 
be more difficult for customers to obtain credit if insurance is not 
purchased. 

Each violation of the FTC decision on forced insurance sales could 
result in a civil penalty of $10,000. 


The National Automobile Dealers Association has been appointed an 
ex-officio member of the White Motor Corp. Creditors’ Committee in 
the truck manufacturer’s Chapter 11 proceedings. As an ex-officio 
member, NADA’s dealer representative will have no voting rights, 
but will be included in all committee meetings and have a voice in 
those discussions. As the bankruptcy proceedings of the billion-dollar 
corporation progress under the Bankruptcy Reform Act of 1978, they 
promise to set many legal precedents in unruled-upon areas of the 
new Act. 

In the order, which was entered on November 17 by U.S. Bank- 
ruptcy Judge Mark Schlachet, the Judge said, “This dealer network 
has, quite obviously, a significant interest in the future of White’s 
truck business. Additionally, most or all of the dealers have substan- 
tial claims, both liquidated and contingent, arising by way of war- 
ranty obligations, incidents of floor-plan financing, and otherwise.” 


Massachusetts state law and fundamental common law principles of 
fairness apply in sales transactions in which the buyer relies on the 
seller’s promise. Whenever a buyer’s decision may be influenced by 
facts the seller knows, a failure to disclose those facts violates 
Massachusetts law. 

The buyer of a gas oven sued for return of his down payment after 
he relied on the seller’s representations that natural gas would be 
plentiful. At trial, a jury found that the seller knew all along that 
there was an inadequate supply of gas where the buyer wished to 
settle. 

The Massachusetts Court of Appeals affirmed the jury’s award to 
the buyer and held that there was a failure to disclose a fact that 
would have influenced the buyer. Homsi v. C. H. Babb Co., Inc. 


Chrysler and the Chrysler Credit Corp. have agreed to an FTC con- 
sent order which settles an FTC complaint about repossession ac- 
counting practices. The complaint against Chrysler was brought in 
1976. Two other cases on repossession practices have also been settled 
involving Ford (settled in 1979) and General Motors (settled in July, 
1980). 

The consent agreement follows the basic requirement of federal 
and state law that the repossessor retain only enough sale proceeds to 
cover the debt and some expenses of the sale. The remaining 
“surplus” must be paid to the defaulting purchaser. Chrysler's con- 
sent agreement will require an accounting back to May, 1974. A per- 
son whose vehicle was repossessed and resold at a profit since May, 
1974 may be entitled to a refund of $200.00. 

The agreement requires new accounting procedures that will be 
binding on dealers. Dealers will be expected to obtain the most favor- 
able sales price and to repay any surplus within 45 days after the 
resale. Other provisions of the agreement relate to future disclosures 
on installment sales contracts. New language in contracts will dis- 
close consumers’ rights to any surplus in cases of repossession and of 
the right to “buy back” repossessed vehicles. Chrysler Credit and 
dealers will be prohibited from encouraging customers to waive 
surplus and redemption rights in most circumstances. AR 


44 AUTOMOTIVE EXECUTIVE, JANUARY, 1981 


Selling Yourself (from page 14) 


ear Joe: As far as 
I'm concerned, real 
success in my busi- 
ness depends a lot on referrals 
from satisfied customers. You’d 
think customers would be pleased 
I got them a good price and that 
they’d tell their friends. But, that 
doesn’t seem to be the case. And 
when I find people a good buy I ex- 
pect them to tell others. Once a 
deal is completed and a few 


‘‘After the sale, call and 
ask what you can do, and 
be willing to do it.”’ 


months go by, it seems I’m out of 
their lives forever. I need their 
goodwill to “make it.” I’m sure I 
need to sell my clients on me as 
well as on my merchandise and my 
ability, but I’m at a loss, appar- 
ently, as to how to go about it. 
What is your advice? 


Referrals definitely are important 
in your business. If they’re not hap- 
pening as much as you'd like, then 
you must go after them. That 
means putting yourself out just a 
little more, doesn’t it? I call that the 
“second mile” secret of selling 
yourself. That means you always 
do more than you're asked to do if 
you want to sell yourself success- 
fully. I borrowed it from the Good 
Book: “If anyone asks you to go one 
mile, go with him two miles.” Let’s 
say you’ve sold a car to a man or 
woman and given them a particu- 
larly good deal. You’ve gone the 
first mile, but to keep them from 
“out of your life” afterwards may 
well depend on whether you go the 
second mile. Going the second mile 
in your case means going out of 
your way to keep in touch, to follow 
through. A few weeks after the sale 
you might call them and ask if 
there’s anything else you can do, 
and be willing to do it. Are they 
happy with the car? Are they get- 
ting good service? Send them a 
Christmas card, or a card on their 
birthday. There are dozens of ways 
to show your interest, your concern, 


the fact that you care. That’s selling 
you, beyond the sale of the vehicle. 
Believe me, you'll be the one they 
think of when it comes to referrals. 
Give a little gift, do something for 
them without expecting any pay for 
it. Repeat these words three times 
every morning: “The more I extend 
myself.to others, walk the second 
mile, the more they'll extend them- 
selves for me.” Now, there’s noth- 
ing puzzling about that, is there? 


xk kk 


Dear Joe: My sales manager says 
I don’t show enough excitement, 
whatever that means, but I can’t 
see how getting excited helps you 
to sell a car. This is a business en- 
vironment, after all. What do you 
think? Am I supposed to come 
across to a customer like a cheer- 
leader? 


What your sales manager is talk- 
ing about, really, is enthusiasm. 
Face it: if you don’t seem excited 
about your product, how can you 
expect your customer to be? Turn 
yourself into a human whirlwind. 
That’s what my friend, Lowell 
Thomas, calls me, and what he’s 
saying is that I radiate en- 
thusiasm. You have to exercise 


~ aaa 


Tel. (312) 433-4450 


Boost 
those 81’s 


Help performance and mileage of 1981 models — 
use KREX GRAPHITE Super Lubricant 


reduces friction 

decreases wear 

withstands heat and pressure 
improves performance 

helps save fuel 


KREX GRAPHITE Super Lubricant concentrate has been 
available exclusively at new car dealers since 1947. 


KREX, Inc., P.O. Box 836, Highland Park, Illinois 60035 


enthusiasm in order to get it and 
keep it. How excited are you about 
yourself? Putting yourself over? Do 
you really want it so badly you can 
taste it? If you do, then get excited 
about yourself, first and foremost. 
After all, you are number one in 
your life, so throw yourself into life 
with a lot of vigor. Then start this 
four-step program for exercising 
enthusiasm: 1. Keep an en- 
thusiasm incentive in your mind, 
and never let it out of your 
thoughts. 2. Get excited out loud; 
tell everybody about it, tell every- 
body you’re going to make it. 


‘“‘Do something. . . 
without expecting any 
pay for it.’’ 


Sparks set off sparks. 3. Be a bat- 
tery charger. Charge up your own 
battery every day, and soon others 
will get a charge out of you. 4. Look 
forward to every day, because each 
one brings you closer to your goal. 
You can do it, andI wish you luck. 

FE 


See 
us at the 
NADA 
Convention — 
Booth 230 
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It looks like any other dance class. 
The dancers watch their movements in the 
mirror, giggle, make mistakes, master a 
position. Yet, Nancy Hlibok and the other 
students in this class at the Joffrey Ballet 
School are deaf. Physical response to the 
vibrations of the music, sign language and 
an inspiring teacher, Metedith Baylis, make 
it possible. 

The students take pride in their danc- 
ing. All are lively and determined. Some 
would like to become professional dancers. 
They probably Will. We love the same country. 

We care about the same things. 
We dream the same dreams. 
1981. The International Year 
Of Disabled Persons. 
President’s Committee on 


Washington, D.C. 20210 
The School of Visual Arts 
Public Advertising System 
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Being a deaf dancer 
is really something. 


Employment of the Handicapped 
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Showcase 


WHAT'S NEW ON THE MARKET 


Dick Barbour Datsun , one of the 
country’s leading suppliers of per- 
formance parts for Datsuns, has 
announced the development of a 
rear suspension shackle bushing 
kit, Easy Ride™, which substan- 
tially eliminates the harsh ride 
common to mini pick-ups. Easily 
installed, the Easy Ride kit re- 


Rapid Cool introduces an en- 
tirely new cooler design that’s 
smaller and up to 43 percent more 
efficient than the coolers it re- 
places. The distinctive square 


Handy Mandy Trailers offer an 
efficient, economical method of 
hauling for compact pickups. 
Handy Mandy offers the only 
Mini-Gooseneck Trailer available 
for the Mini pickups. Also, the 


Mini-Goose 


places the stock shackle bushing 
with a special durometer (hard- 
ness) rated bushing which absorbs 
vibration and reduces the pitching 
moment which otherwise tends to 
loosen fillings and produce double 
vision. Manufacturer: Dick Bar- 
bour Datsun, 5800 Lincoln Ave., 
Cypress, CA 90630. 


Gooseneck Tongue can be changed 
to Mini-Tow straight tongue for 
bumper type pulling in approxi- 
mately 20-30 minutes. Features 
include; 3x5” tubular construc- 
tion in both Gooseneck and Mini- 


headered copper chambers are 
painted familiar “Rapid Cool 
Orange”. Rapid Cool also man- 
ufactures cooling/fuel saving 
products such as electric fans, flex 


fans and engine/transmission/ 


This silicone auto seal is a 
multi-purpose, high-performance 
sealant for a variety of interior 
and exterior auto repairs. Avail- 
able in 2.8 fl. ounce squeeze tubes 
in black, clear or white, it bonds to 
metal, glass, vinyl, leather, fabric 
and wood. And, GE Silicone Auto 
Seal forms a flexible, weather- 
tight seal that resists temperature 
extremes, vibration, road shock 
and most chemicals encountered 
in normal driving. Manufacturer: 
General Electric Co., Silicone 
Products Div., Waterford, New 
York 12188. 


power steering oil coolers for au- 
tomotive and motorcycle applica- 
tions. Manufacturer: Rapid Cool, a 
division of Hayden Inc., 1521 
Pomona Rd., Corona, CA 91720. 


Tow tongues, 2"x6” tubular main 
frame, full 1” thick decking, 3500 
lbs. axle, 1500 lb. springs, chrome 
wheels with white wall tires, col- 
ors in many choices. Manufac- 
turer: Handy Mandy, P.O. Box 
269, Perry, OK 73077. 


Mini-Tow 


Information and photographs of products listed in Showcase have been provided via manufacturer's press releases. A product's appearance in this column 
in no way implies endorsement by either NADA, the National Automobile Dealers Service Corp., or automotive executive magazine. 
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Flex-Thru pickup rear window is 
one of the most innovative win- 
dows ever designed and, it is a rad- 
ical engineering departure that 
makes conventional pass- 
throughs seem outmoded. There 
are no vertical dividers at all— 
only a clean expanse of Greylite 31 
bordered by a narrow black frame. 


Matsuzaka Company (America), 
Inc. has just introduced a new au- 
tomobile accessory that enables 
car owners to safely control the 
remote start-up of their engines 
without going outside their 
homes. The unique device, known 
as Computer Start, provides the 
luxury and convenience of car 
warm-ups in the wintertime and 
pre-cooling car interiors in the 
summer with a minimum of en- 
gine operation to conserve energy. 
At the same time, it offers false 
start protection by automatically 


Flex-Thru bends open at tested 
temperature of —30°, is not subject 
to fatigue, minimizes heat gain 
into the cab, provides cross venti- 
lation and yet offers exceptional 
new styling. Manufacturer: 
LeVan Specialty Co., Inc., 14923 
Proctor Ave., City of Industry, CA 
91746. 


Lisle Corp., has announced the 
availability of a set of adaptors for 
holding valves in place with air 
pressure through the spark plug 
opening. Called Valve Air Hold- 
ers, the two sizes fit most engines 
and are sold as part #18750. A 
common occurrence for using air 
pressure to hold valves in place is 
when valve springs or valve stem 
seals are to be replaced, etc. Man- 
ufacturer: Lisle Corp., Clarinda, 
IA 51632. 


vs] 
: 


The new L & A Model 514 
washer, rated at 4 gallons per 
minute and 1000 psi, features a 
trigger gun that allows easy on-off 
water flow control. A simple soap 
solution metering control is also 
standard, providing easy regula- 
tion of cleaning chemical use, plus 
faster cleaning ability and greater 
cleaning cost efficiency. The new 
Model 514 is easily portable when 
used with an economical hand- 
icart, available as optional equip- 
ment. The unit can also be drum 
mounted. A 35 foot high pressure 
hose is also provided as standard 
equipment. Manufacturer: L & A 
Products, Inc., 655 West County 
Rd., East, St. Paul, MN 55112. 


— 
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shutting off the engine if the car 
should be put in gear during the 
remote start-up period. Computer 
Start has a 500 foot operating 
range and is particularly well- 
suited for use at apartment com- 
plexes, townhouses, condomini- 
ums and homes without closed ga- 
rages. The conveniently sized 
pocket transmitter enables car 
owners to use Computer Start in 
their day-to-day activities no mat- 
ter where they drive. Manufac- 
turer: Matsuzaka Co., Oakbrook, 
IL. 


Peerless Instrument Co. is proud 
to announce the development of a 
new professional digital analyzer, 
The Model 320 Digital Elec- 
tronic Components Analyzer 
tests components and circuitry on 
all O.E.M. electronic and conven- 
tional ignition systems, domestic 
and foreign. This analyzer fea- 
tures Liquid Crystal Display for 
easy reading in even the brightest | 
of conditions and low power drain 
on the self-contained battery. It is 
compact and lightweight which al- 
lows for convenient testing of 
charging, starting and ignition 
components and has the special] 
fused shunt for safe operation, 
Manufacturer: Peerless Instru~ 
ment Co., 6101 Gross Point Rd., 
Chicago, IL 60648. 


How do you fit 
yesterday's big-car buyers 
into today’ % mall cars? 


With adjustable 
Tut Wheell It’s the Sain: [R i 4 
onelow-priced iS (= Same | fe 
comfort and a : 
convenience option 
that lets former big-car 
buyers feelrightathomeinaGM elt adjusts to different 
size Crivers— 
ee Sr some other with six different positions, 
Advantages... ¢ It tilts up forea 
¢ Tilt-Wheel is low-priced. Just and seit ee 
981.00 MSRP on @ 1981 GM car. * It's adjustable while driving—for 


Fa adds value. Upto$75.000nan long trip comfort. 
80 X-car (latest Kelley Blue Bockor * Users like itand re-order it 
N.A.D.A. Guide), cor after car pies, 


° I'seasy to The smaller the car the more 
demonstrate. practical TiltWheel is. So order 
eltsa selling smart—with low-priced TiltWheel 
edge over imports on all your new “Ts” and “Xs" 

and domestics 

that Gon‘ offer Tilt the odds 
TiltWheel 

soe in your favor! 
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“Savvy” 


© You'd expect The Associates to know how to finance trailers... 
but they have a sales savvy second to none! 99 


Bruce Myers 
Utility Trailer Sales 
San Leandro, CA 


“As one of the nation’s largest dealers, we move a lot of 
trailers every month. But, we know it takes more than a 
great product, top facilities, and a smart sales approach. 
It takes a ‘partnership’ relationship with our financing 
source; it takes money know-how as well as an 
understanding of customer problems. The Associates 
may be the finance pros, but they have a sales savvy 
second to none. Ever since we went into business. 
we have relied on them to give us both the financial 
and business support we need. Frankly, we just 
couldn't have grown as fast or as solidly without 
The Associates: 


® aGulf + Western Company 4 
The Associates: People Worth Knowing ' 


The Associates 

Truck/Trailer Financing & Leasing 
95 East Monroe Street 

Chicago, IL 60603 


Call toll-free 800-621-5226 
THE \ 


In Illinois, call collect (312) 781-5800 
ASSOCIATES 


40 offices to serve the transportat!© 


industry 
Associates Cormoration of North America 


